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8 POST 1950 HITS FROM THE STUDIOS OF J. ARTHUR RANK 


IREAKING FEATURE FILM RECORDS FROM COAST 
0 COAST—MORE RECORD BREAKERS ON THE 
NAY. WATCH FOR PTI'S NEW ‘MOST UNUSUAL 
PROPERTIES COMING. 
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$60,000 church fire, on Du Pont 931, was aired on WMBD-TV before many viewers knew it had happened! 


News, sports or special features... “‘We get it fast, 
and we get it right, on Du Pont 930 and 931 Film.” 


“Frankly, we wouldn’t use any other motion picture film,” 
says News Director Charles F. Harrison, Jr., of award-win- 
ning WMBD.TV, Peoria, Ill. “Experience has shown that 
we get what we're after, using 930 and 931 —no matter what 
the assignment. In any light or weather, these films consist- 
ently deliver the fine grain, proper contrast and shadow 
definition so essential for good TV transmission.” 


Twice cited by the Radio and Television News Directors 
Association in their first year of operation for outstanding 
news coverage, WMBD-TV will shoot 390,000 feet of 


~~ ce ae 








Cameramen Richard Pitschke (left) and Charlies Carson (right) confer with News 
Director Harrison before beginning work on a new documentary. (Call-letters on 
hood of mobile unit are reversed to read correctly in rear-view mirror.) 


Du Pont film this year. “When we began operations less 
than 3 years ago,” recalls Mr. Harrison, “we were deter- 
mined to offer our viewers the best in program quality. 930 
and 931, by constantly meeting the high photographic stand- 
ards we set, have been a real help in building our audience.” 


Mr. Harrison is also impressed with the extreme speed 
with which these Du Pont films can be processed. “When 
news breaks minutes before air time,” he observes, “it’s nice 
to know you can have it on the air while it’s still hot. We’ve 
often had to force these rugged Du Pont films, cutting proc- 
essing time in half with no appreciable loss of quality. For 
my money, 930 and 93] are the finest all-around films avail- 
able at any price.” 

If versatility, dependability and high picture quality are 
among your motion picture needs, there’s a Du Pont film to 
fill the bill. To learn more about them, contact the nearest 
Du Pont Sales Office, or write E. I. du Pont de Nemours & Co. 
(Inc.), Photo Products Dept., Wilmington 98, Delaware. 





Better Things for Better Living 
... through Chemistry 
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“next to KONO-tv... 
e this is the best way 


°° _ to. get into South Texas homes” 
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San Antonio's IK GNom Channel 12 


c KONO-TV (ABC) captivates 48.2 Share of Audience 6 P.M.-Midnight Mon. thru Fri. 
. +. Versus others with 28.2 and 23.7, according to Aug. 1960 ARB 
Represented by the Katz Agency 
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NEW YORK CONFIDENTIAL / MEET MCGRAW / STATE 
~ TROOPER / YOU ARE THERE / TRACKDOWN / YOU. ASKED 
RAE Pe o ICE, /-MR. ADAMS AND EVE / T 
: HONEYMOONERS / SHOTGUN SLADE / NAVY LOG / BOLD 
{ l@ VENTURE / JEFF'S COLLIE / THE CALIFORNIANS / BOLD 
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prestige 
itiependent 


New York is Giant in size and 





sales. It is not easily sold. wprx-1!1, 
New York's Prestige Independent, 
delivers the “right tool at the 
right time” — minute commercials 
in prime evening time in a 
“network atmosphere.” / On 
WPIXx-1 1] your commercials 

are in programs with the 
“network look.” This 

“network atmosphere” also 

_ extends to our advertisers and 
our audience. 98% of our 
advertisers are national. _ The 
quality of the wPIx audience 

has been proved by A. C. 

Nielsen to be the equal of the 
leading network station’s 
audience. / Minute commercials 
in prime evening time...in a 
“network atmosphere” provide 


the “right tool at the right time.” 


where are your 
60-second commercials 
tonight s 





network audiences 


No significant difference! This was the verdict of the 
A. C. Nielsen Company following their qualitative 
analysis of the audiences of the leading Network station 
and wPIx, the prestige independent. This special study 
provides a direct comparison of audiences during the 
hours 7-11 PM, seven nights a week / FAMILY INCOME 
HOME OWNERSHIP / AUTOMOBILE OWNERSHIP / OCCU- 
PATION / in other words, the “content” of a rating point 
on wPIXx and the leading Network station is the same! 


network advertisers 


Brown & Williamson Tobacco Corp. / Procter & Gamble 
Company / Colgate-Palmolive Company / General 
Motors Corp. / Ralston Purina Company / Bristol 
Myers Company / General Electric Company / General 
Foods Corp. / American Tobacco Company / Standard 
Brands, Inc. / Coca-Cola Company / P. Ballantine 
& Sons / Kellogg Company / R. J. Reynolds Tobacco 
Company / Borden Company / General Mills, Inc. / Del 
Monte Foods / Texas Company / F & M Schaefer 
Brewing Company / And many more. 
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new york 


The ONLY New York independent 
qual’‘ied to display the 
SEAL .F GOOD PRACTICE 






























The 5 A.M. slot is the 
only one open, professor. 


2X+A=7C e| 
5 (A+B)-60 oe 


“Six months ago we 
never realized —” 


We're exaggerating here, of 
course, but the far-reaching effect 
of Channel 6 has surprised more 
than a few people. It covers 2/3 
of Maine’s retail sales and 1/4 of 
New Hampshire’s. 


Your Weed TV man will tell 
you more. 


WCSH-TV 


NBC for 
PORTLAND 
MAINE 


MAINE BROADCASTING SYSTEM 






Far-Reaching! _ 
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19 Risk . .. or RISK? 


Does advertiser control size of program ‘gamble’ 
by producing or buying his own show? 


24 GROCERY STORES AND SUPERMARKETS 


Food outlets turning more and more to television 
to increase store traffic and sales 


26 RIGHT-HAND MAN IS A WOMAN 


Rep girls handle details of their bosses’ sales, 
and sometimes they sell on their own 
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S/G: STEADILY GROWING 


Young agency executives at Smith/Greenland try to 


break old barriers of advertising 


30 IS SPOT BEST FOR DODGE? 


Advantages of flexibility and frequency outlined 
in a special presentation by Petry 


DEPARTMENTS 


8 Publisher’s Letter 


Report to the readers 


10 Letters to the Editor 


The customers always write 


13 Tele-scope 
What's ahead behind the scenes 


15 Business Barometer 


Measuring the trends 


17 Newsfront 
The way it happened 


33 Film Report 


Round-up of news 


48 


45 
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Wall Street Report 


The financial picture 


Network Program Chart 


Listing of shows for December 


Spot Report 


Digest of national activity 


Audience Charts 
Who watches what 


In the Picture 


Portraits of people in the news 


In Camera 
The lighter side 











WCSH-TV 6, Portland WILBZ-TV 2, Banger 
WCSH Radio, Portland 
WLBZ Radio, Bangor WRDO Radio, Augusta 
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Today’s housewives respond 
most favorably when COLOR 
television enters the picture. 
COLOR television warms all 
the senses with sight, sound, 


demonstration and all the gor- 
geous hues of merchandising. 





Watch Perry Como in 


gorgeous color for pce cs 
Fine Foods every &% 






Wednesday night 
ever NBC-TV. 





WBAP-TV now telecasts all 
live local shows in living color 
and also offers the New Pop- 
eye Color Theatre, plus spe- 
cial color movie spectaculars 
and the complete schedule of 
NBC-TV color programs. 


Super 
market 
Supel 
salesman 


Make your next commercial 


color and telecast at no addi- 


tional charge on WBAP-TV. 
Let WBAP-TV color be your 
supermarket super salesman 
in the Dallas-Fort Worth area, 
6th U. S. market. 


$C FIRST IN TEXAS ic FIRST IN PROGRAMS gr FIRST IN COLOR! 


PlVy-@ 


FORT WORTH — 3900 BARNETT ST. 
PETERS, GRIFFIN, WOODWARD, 


% DALLAS — 1900 NORTH AKARD 
INC. * 


Exclusive National Representatives 








o 
oO 





and 
climbing 


WGAL-TV 


audience 
iS 
greater 


than the | 
combined 
audience* 


of all 
other 
stations 
in this 


MULTI-CITY 
TV MARKET 


*ARB AND NIELSEN 


STEINMAN STATION 
Clair McCollough, Pres. 


) WGAL-TV | 
| Channel & 


Lancaster, Pa. 
: NBC and CBS 


Representative: MEEKER 
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Letter from the Publisher 


Busy Week in New York 


Two weeks ago over half the tv station managers in the U. S. were 
in New York. Between the NBC Annual Affiliates Convention and 
the annual meeting of the Television Bureau of Advertising, the 
city was jumping with station managers. Every facet of the business 
was discussed and reviewed, notes were exchanged, information 
was traded. 

Here are some of the major topics of conversation: 

The election—the medium is justifiably proud of its coverage 
of the elections—both on a network and individual station basis. 
The reaction to the Great Debates has been one of the high spots of 
television’s turbulent history. 

At the same time, station managers felt that John F. Kennedy’s 
election would not hurt the television medium. They are concerned, 
however, with the direction which the FCC will take with its new 
chairman and the possibility of a tighter regulation philosophy. 

The networks—the slashing, fighting speech by NBC chairman 
Bob Sarnofi, drawing a direct bead on ABC, came in for a great 
deal of comment. ABC retaliated by distributing to individual NBC 
affiliates at their hotel rooms a record of the ABC ratings. 

CBS, which still retains the number-one spot, with NBC and ABC 
rapidly closing the gap, was the bystander in this declared in- 
ternecine warfare between NBC and ABC. 

NBC affiliates—came away from their meeting with a feeling of 
accomplishment. Many of their grievances were aired in their 
closed sessions with NBC executives. Many of these issues will be 
decided at the NBC-TV Affiliates Board of Delegates meeting next 


February in Phoenix. 


Billings—October was the highest billing month in the history 
of the medium. 


Summer Selling Problem 


Summer billings—most stations had a disastrous July and 
August. Plans are being made by several stations to atiack one of 
the medium’s major problems, that of summer selling. Stations are 
evenly divided on the proposal of adjusted summer time rates. 


Union negotiations—no matter what re-use formulas are finally 
worked out, it is clear to everyone in the business that advertisers 
will be paying more for the use of talent on film and tape. 

Color—in many markets color is moving very briskly, in others 
it is at a virtual standstill. The activity depends on the aggressive- 
ness of the local distributor. In some markets color sales are as 
high as one out of every four new sets sold, in others, as low as one 
out of every 10. 

Television approaches 196] with a feeling of both optimism and 
caution. One thing is certain, it cannot afford to remain static in 
any area of its multi-faceted interests. 
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KTVE, Full Power, 316 KW, with a 1350 ft. Tower is 
THE GUIDING STAR FOR OVER 158,000 TV HOMES # 


(Television Magazine) in 3 Metro Areas—Monroe, La., 


Greenville, Miss., and El Dorado, Ark. 
CHANNEL 7 | i} 


JOHN B. SOELL—Vice President-General 
Manager 
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El Dorado, Arkansas-Monroe, Louisiana 


SEE YOUR NEAREST BOLLING REPRE- 
SENTATIVE TODAY! IN THE 


BROWN 9REPRESENTATIVE! 








Recognition For Rockford 

. . « Rockford, in passing Peoria 
in the 1960 census, and the largest 
city in Illinois outside of Chicago, is 
finally receiving recognition to which 
it has been entitled for some several 
years. . . . WREX-TV has served as a 
catalyst in this phenomenal growth 
in mid-America and is a factor of 
which we are extremely proud. This 
past week, through the good efforts of 
our Chamber of Commerce, we were 
able to announce the addition of an- 


other new industry employing even- 
tually between 400 and 500 people, 
while at the same time adding diversi- 
fication to our rich explosive mar- 
ee 


J. M. Basicu 
Vice President & General Manager 
wreEX-Tv Rockford 


Columbus Producers 
. . . the listing of the commercial 
producers from our agency (TV AGE, 
Oct. 17) should be: John D. Metzger, 
radio and tv production director; 
Martha Sullivan, radio production; 
Ann Duffy, tv production. Our radio 
and television crew has given birth to 
first-place winners in both radio and 
television spots in the Fifth District 
Advertising Club awards and also 
such notable firsts as “Something Dif- 
ferent,” the first sponsored-uninter- 
rupted movie on television. I’m proud 

of them. 

S. NeaL HALLock 
Tv Director 
Byer & Bowman 
Columbus 


Archer & Woodbury Producers 

. . noticed in your excellent issue 
of October 17th that in the list of 
agencies doing tv commercials we are 
not included. The art director is 
Knox Everson, and David H. Swear- 
ingen is in charge of tv production. 
... You certainly are putting out an 
excellent publication. The articles are 


replace this same 
time slot with 


Cameras in Court 


In Jefferson City, Mo., an un- 
precedented decision allowed tele- 
vision to cover the final day of a 
murder trial. News director Bob 
Phillips of krcc-Tv Jefferson City 
was granted permission to bring 
his cameras into the court room 
by Judge Sam C. Blair of the 
Circuit Court of Cole County. 

Cameras have been prohibited 
in courts of law by the statute 
known as Canon 35, passed by 
the American Bar Association. 
Because Judge Blair is not a 
member of the ABA, its policies 
do not apply to his court, and he 
was able to overrule the refusal 
of the attorneys for the defense. 


Judge Blair has been an advo- 
cate of open trials for many 
years, believing that members of 
the news media can conduct 
themselves with dignity in the 
courtroom. 





very helpful to me, and I| can think 
of three or four cases during the past 
year where we have made specific 
use of information from TELEVISION 
AGE. ... 
Warp ARCHER 
Archer & Woodbury, Inc. 
Memphis 


Allied Advertising 


. the October 17th issue carries 
a directory of agency commercial 
producers across the country. . 
Allied Advertising is omitted. . . . 
Can you please add us? 
THOMAS SHEM 
Marketing Director 
Allied Advertising Agency 
Cleveland 


Media Managers 


.. . Your handling of the confer- 
ence . . . on ratings and rating serv- 
ices was a most satisfactory and effec- 
tive presentation of the subject. You 
are to be congratulated on the skill 


with which you dealt with the mat- 
a 

WituuM E, MatrHews 

Vice President and 

Director of Media Relations and 

Planning 

Young & Rubicam, Inc. 


. . » We are delighted with your 
story on the NBC Spot Sales Media 
Managers Conference. We are hope- 
ful that this activity will contribute 
to the development of sound media 
practices in the industry. .. . 


Joun J. Ryan 
Manager, Eastern Television 
Spot Sales 


National Broadcasting Co. 


TV AGE reported the NBC Media 
Manager’s Conference eloquently—in 
keeping with your traditionally ex- 
cellent coverage of every industry 
event. . 

Rocer C. BuMsTEap 

Media Director 

MacManus, John & Adams 
New York City 


Tv-Radio Wages Up 


National wage levels have in- 
creased 10 per cent in television 
and six per cent in radio over 
the level two years ago, the 
National Association of Broad- 
casters report. The data are 
based on a survey of 50 per cent 
of television stations and 40 per 
cent of radio stations in the 
country. The overall figures 
vary according to size of market, 
size of station and geographic 
location. 

The following weekly wage 
rates are average nationwide 
fieures for television: sales mana- 
ger, $254; chief engineer, $184; 
program director, $179; sales- 
man, $172; news director, $150; 
staff announcer, $136; producer- 
director, $128; technician, $116; 
film-department head, $108; 
traffic manager, $85; continuity 
writer, $79; floorman, $67. 














NS! SURVEY—KALAMAZOO-GRAND RAPIDS AREA 
(February, 1960) 
STATION TOTALS FOR AVERAGE WEEK 
HOMES DELIVERED | PERCENT OF TOTAL 
WKZO-TV{STATION B] WKZO-TV/STATION B 








Mon. thru Fri. 
9 a.m.-Noon 59,600| 37,800 61% 39% 


Noon-3 p.m. 73,900} 57,200 | 56% 44%, 
3 p.m.-6 p.m. 68,000; 61,600 52%, 48%, 
Sun. thru Sat. 
6p.m.-9 p.m. {158,200} 90,600 63%, 37% 
9 p.m.-Midnight | 130,500} 67,700 | 65% 35% 

















Oldest fortified castle in the world is at Gomdan 
(Kingdom of Yemen, Arabia) dating prior to 100 A.D. 


om a papi 
She Pelyer Slations 
WKZO-TV — GRAND RAPIDS-KALAMAZOO 

WKZO RADIO — KALAMAZOO-BATTLE CREEK 


WJEF RADIO — GRAND RAPIDS 
WJEF-FM — GRAND RAPIDS-KALAMAZOO 
WWTV — CADILLAC, MICHIGAN 

KOLN-TV — LINCOLN, NEBRASKA 
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BUT... WKZO-TV Gets Results “Fit For 
A King” In Kalamazoo-Grand Rapids! 


WKZO-TV is the “palace royal’’ for advertisers in 
Kalamazoo and Grand Rapids (two of America’s 51 
fastest-growing city-markets) and in Greater Western 
Michigan, one of America’s 20 largest television markets! 


Every day, WKZO-TV carries news of your product 

to more of the market’s 600,000 television homes than 
any other station. \WkKZO-TV delivers an average of 70% 
more homes per quarter hour than Station ‘B,’ Sunday 
through Saturday, 6 p.m.-9 p.m. (NSI—February, 1960). 


For all the rest of outstate Michigan worth having, add 
WWTYV to your WKZO-TV schedule. Jf you want it 
all, give us a call! 


WKZO-TV. 


100,000 WATTS © CHANNEL 3 @ 1000’ TOWER 
Studios in Both Kalamazoo and Grand Rapids 
For Greater Western Michigan 
Avery-Knodel, Inc., Exclusive National Representatives 
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Cost Versus Value at GM 

A showdown may be nearing at General Motors and its 
agencies over the matter of methodology in television 
buying. Gail Smith, former Procter & Gamble man and 
now director of the tv advertising division of the auto- 
motive concern, has introduced a concept revolutionary 
to GM top management: cost-per-thousand. Reportedly, 
this concept had never been taken too seriously by GM 
and its agencies, which have emphasized in recent times 
big-budget network programs and specials. Mr. Smith’s 
efforts may radically effect GM tv buying in the future. 


More Squibs From Squibb 

“We're thinking of increased spot during the year 
ahead,” said Norman Sprei, advertising director for E. R. 
Squibb & Sons. The division of Olin Mathieson Chemical 
Corp. first entered spot last January with a multi-market 
buy for its Vigran vitamins, then put the product on NBC- 
TV’s People Are Funny this season. In addition to renew- 
ing the network show through next April, Vigran buys 
supplementary spot schedules, and it is these placements 
which should see a boost. Donahue & Coe, Inc., New York, 
is the agency. 


OBM Steps Up Program Innovations 

Ogilvy, Benson & Mather, Inc., which has encouraged 
two of its clients—Lever Bros. and Bristol-Myers—to in- 
vest in pilot scripts and outlines of possible network shows, 
has some other innovations up its corporate sleeve. 
Hendrik (Hank) Booraem, OBM’s vice president, broad- 
casting, will unveil this week what he would only describe 
at press time as “a radical departure” in programming. 
Under the OBM pilot-script plan the advertisers would 
drop out of production once a network deal is concluded. 
Screen Gems would co-produce with the buying network, 
while the advertiser would have a property it knows it can 
live with as well as assurances of a decent time period. 


Shell’s Point of No Return 

One of the most valuable program formats in demand 
today is that of the news-weather show in local markets. 
Come Jan. 1, some 70 such shows will be opened to new 
advertisers via the defection of Shell Oil Co. from tv. Lest 
it be thought the medium will have difficulty filling the 
gap, take wNBc-Tv New York as one example where seven 
sponsors are waiting to climb on board that channel's 
6:30 p.m. newscast. “It’s not merely that Shell has held 
a desirable time slot for three years,” said a WNBC-TV ex- 
ecutive, “but we sincerely feel the company may be over- 
looking tv’s impact to and for its dealers—and if it changes 
its mind, it'll have to wait its turn for the programs.” 


Are Commercials Costly? 
Many New York tv commercials producers are private- 
ly enraged at all the recent talk about controlling costs in 


television commercials. The producers are quick to point 
out that basic production costs amount to only a minute 
percentage of television advertising expenditures and that 
the ratio ought to be increased, rather than held or de- 
creased. Basic fear of many producers is that advertisers, 
faced with an increase in re-use fees for talent and in- 
creases in time costs, will cut corners on production. 


Network Shows Smallest Summer Slump 

Although all advertising media always show a sharp 
drop in the third quarter, network television shows the 
least, a report by the TvB Sales Advisory Committee in- 
dicates. Spot television shows the next least decline. Esti- 
mates for 1960 indicate network tv off 3.4 per cent, spot 
tv off 22.2 per cent, newspapers 27.3 per cent and maga- 
zines 29.7 per cent. In other years the drop from the 
second to third quarters has followed the same pattern. 
The record follows: network 1959, off 6.2 per cent; spot 
18.5 per cent; newspapers 18.5; magazines 22.5; 1958 
network off 10.3 per cent; spot 13.2; newspapers 22.5, 
and magazines 25.5. 


NBC-TV Comes Out Fighting 

New aggressive attitude of NBC-TV toward the other 
networks, particularly ABC-TV, was pointed out in the 
Robert Sarnoff speech to affiliates charging that network 
with “actions that tend to weaken the whole broadcasting 
economy and the maintenance of quality programming.” 
A few days after that blast NBC-TV released figures sup- 
porting its claim that the network leads in sponsored time 
with 59 hours, 55 minutes in November out of the 170 
hours, 25 minutes of sponsored time on all networks. This 
is four hours and 10 minutes more than ABC-TV and five 
hours and 10 minutes more than CBS-TV. 


Standard Aims for Quality 

Standard Oil Co. of New Jersey, which hit the prestige 
rolls last season in a big way with sponsorship of The 
Play of the Week in New York and Washington, returns 
to those markets Jan. 10 via a 15-week buy of Age of 
Kings. The BBC-produced series of 60- and 75-minute 
Shakespearean plays in chronological order will be pre- 
sented twice weekly on WNEW-TV New York and wrtc 
Washington, with the oil firm using the same type of in- 
stitutional announcements as it did on Play. 


Crisco to Heavy Up 

Procter & Gamble’s Crisco shortening reportedly is 
pulling back expenditures from network and other media 
in order to boost some of its spot schedules in selected 
markets. Currently in more than 100 markets (and with 
liquid Crisco testing in others), the product will heavy 
up local placements on a market-by-market basis to capi- 
talize on promotions, sales trends, etc. Bob Pape is the 
timebuyer at Compton Advertising, Inc., New York. 
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Business barometer 


Network billings gained in September, the exclusive TELEVISION AGE Business 
Barometer survey indicates. 





An increase of 2 per cent in September over billings in August was reported from 
stations across the nation. September network business was 7.9 per cent ahead 
of that in the same month in 1959. 





The month-to-month gain of 2 per cent was about average for the month, a check on 
previous years shows. In 1959 the gain for the same period was 2.4 per cent. 
In 1958 it was 1.1 per 
cent, and in 1957 1.6 
per cent. There was a 
loss of 0.2 per cent in 
1956, and a big gain of 
8.2 per cent in 1955. 
The gain in 1954 was 7.7 Sept. Oct. Nov. Dee. Jan. Feb. Mar. Apr. May June July Aug. Sept 
per cent. 





NETWORK BUSINESS 


{ month-to-month and year-to-year comparison 


CO ~~ b,  eeee 


In 1960 there have been de- 130 


creases in the month-to- 
month comparison for 
network business in six 
of the nine months re- 
ported to date. Jn Janu- 
ary network was down 1.8 
per cent under the pre- 
vious month; February 
down 1.4 per cent; March 
up 5 per cent; April off 
3.5 per cent; May off 
2.8 per cent; June down 
2.4 per cent; July off 
15.3 per cent, and 
August up 12.6 per cent, T 
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Television Bureau of Advertising reports network gross time billings are up 9.6 per 
cent over the first nine months of 1960, with an increase of 6.2 per cent in 
September over the same month in 1959. 











Breaking down the business between the three networks shows ABC-TV with $11.8 mil- 
lion for September, up 36.1 per cent ahead of 1959; CBS-TV with $21.1 million, 
off 0.4 from last year, and NBC-TV with $18.4 million, off 0.3 under 1959. i 


For the nine-month period ABC-TV has chalked up a gain of 29.9 per cent over 1959 
with a total of $112.7 million; CBS-TV is up 4.6 per cent for $204.3 million, 
and NBC-TV up 4.8 per cent for $494.5 million. 


A _ breakdown of day parts by TvB shows that biggest gains for the September period 
were in the Saturday-Sunday daytime segment when totals of $2.7 million were 
28 per cent ahead of 1959. Nighttime totals were up 6.9 per cent. 

















For the January-September period the biggest gains were also in the Saturday-Sunday 
daytime segment—up 17.2 per cent for a total of $24.6 million. Nighttime, 
too, showed large gains for the nine months. Totals were up 14.3 per cent over 
1959. The total nighttime billings were $346.7 million. 


The Business Barometer report for October national spot will be published in the 
next issue of the magazine. 
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DIP into NTA°S newest anc 


most exciting adventure series... 
about a father & daughter team, 
swimming in troubled waters! 


NTA’s ASSIGNMENT: 
AYEDIE LIB WWANLITE LG 


39 Half-Hours completed! Sold in Markets! 

















YOU'RE SURE to emerge with big 
audiences and big sales... with NTA's 
exciting adventure series, ASSIGNMENT 
UNDERWATER. For example: 


IN NEW YORK, with an 11.2 rating and 
19.8% share of audience, it out-performed 
AQUANAUTS (with a 7.6 and 13.4% share)— 
Arbitron, 10/30—11/5, 1960. What's 

more, it’s scoring the highest Monday-to- 
Friday rating of the week in the same period 
(7-7:30 PM) for its independent station, 
lifting the outlet from an average 

sixth position to photo-finish leadership 

in the time strip. 


IN DETROIT, the series is NUMBER ONE in 
its time period, according to the latest 
four-week rating report (October), with a 
16.0 rating and a 32.5% share of audience. 


RIGHT NOW, 39 pulse-tingling half-hours 
have been completed. And there's a built-in 
audience of 8,000,000 underwater 
enthusiasts waiting to spear profits for you 
.. the minute they surface with their 
snorkels. Thar they blow...so what are 
YOU waiting for? 







































A PARTIAL LIST OF SPONSORS & STATIONS: 
R. J. Reynolds Tobacco Co., Kroger Food 
Stores, Coca-Cola Bottling (Louisville), Fiat 
Motors, Pilsener (P.0.C.) Beer, Armstrong 
Tires and... KNXT, Los Angeles, 

WGN, Chicago, WNEW, New York, WITG, 
Washington, D.C., WJBK, Detroit, WLW-C, 
Columbus, WISN, Milwaukee and 50 other 
leading markets. For availabilities, phone, 
Call or write: 


NTA 


YORK: 
OC Columbus Circle - 


LOS ANGELES: 
8530 Wilshire Boulevard, Beverly Hills « 
FEATURING SWIMMING CHAMPION OLympic 5-7701 

Bill Williams and appealing 8-year-old : CHICAGO: 

Diane Mountford as his daughter : 612 N. Michigan Avenue - 














JUdson 2-7300 









Michigan 2-5561 












LAS VEGAS ? 





People in Las Vegas HAVE MORE - 


68% above national average consumer spendable income! 
National — $1816 per capita LAS VEGAS — $3040! 


People in Las Vegas SPEND MORE - 


121% above national average retail sales! 
National — $120 per capita LAS VEGAS — $2760! 


People in Las Vegas VIEW MORE - 


23% above national average viewing! 
National — 6.20 hours daily per family 
LAS VEGAS — 7.62 hours daily per family! 


Check the figures above* ...they add up to three big reasons 
that prove ... You'll Sell More — When You 


BUY THE BIG THREE —LV/ TV! 


BUY LAS VEGAS TELEVISION ! 


‘CAD =, 


a a 


Forjoe-TV, 


Weed TV Corp. 





* Figures from an independent source .. . for the year ending January 1, 1960. 
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Payola, fixed quiz shows thing of past ..... page 17 
Steel head sees progress as tv challenge . . . . page 17 


TvB calls discontent spur to improvement... . page 17 


Broadcasters Meet 

“The greatness of the broadcast- 
ing industry and that of America are 
inseparable,” Gov. LeRoy Collins of 
Florida, president-elect of the Na- 
tional Association of Broadcasters, 
told the NAB Fall Conference in 
Washington. Mr. Collins will take 
over his new post in January. 

“No industry has a greater poten- 
tial for supporting and enriching our 
free enterprise system than broad- 
casting in all its phases and media,” 
he continued, promising to work 
toward strengthening the industry 
from within and to protect it from 
any effort to weaken it from without. 

Taking the over-all theme, “People 
—and Profits,’ the NAB meeting 
heard: 

Howard W. Bell, NAB vice presi- 
dent for industry affairs, say that 
broadcasters must take the offensive 
in seeing that they remain “free and 
unfettered by Government control.” 

Clair R. McCollough, chairman of 
the policy committee of the NAB, 
state that “as broadcasters, we ought 
to know more about . . . the force 
and effect of broadcasting—not in 


terms of rather in 


numbers, but 
terms of society’s response to our 
performance, where we control it; or 
our custody, where we merely light 
up the podium and plug in the micro- 
phones and cameras.” 

Louis Hausman, director of the 
Television Information Office, com- 
mend 12 cities for publishing monthly 
schedules of informational and edu- 
cational programs, adding that they 
“have been greeted with universal 
approval by businessmen, teachers, 
clergymen and opinion leaders.” 

E. K. Hartenbower, chairman of 
the Television Code Review Board, 
comments that “our reception at the 
agency and advertiser levels has im- 
proved greatly. In its early days, the 


THE WAY IT HAPPENED Ne WS front 





GOV. LEROY COLLINS 
“No industry has greater potential...” 


code had difficulty in getting its 
points over to the agencies, or even 
getting to see top executives.” 

Chairman Frederick W. Ford of 
the FCC says that payola and fixed 
quiz shows “are a thing of the past 
... a history we can all forget.” 


Challenge to Tv 

“Economic Myopia” was the sub- 
ject of a luncheon address by Leslie 
B. Worthington, president of United 
States Steel Corp., at the annual 
meeting of the Television Bureau of 
Advertising on Nov. 18. Speaking to 
assembled members and guests, Mr. 
Worthington described economic my- 
opia as the inability of many people 
concerned with the growth of the 
country’s economy to see the differ- 
ence between size and strength and 
between quantity and quality. 

Mr. Worthington protested the 
comparisons between Russia’s econ- 
omy and ours and pointed out that 
we are already out-producing Russia 
in almost every category of goods 
and services. “I can think of no more 
vital service that any industry might 


said Mr. 


“than helping America and its people 


perform,” Worthington, 
to keep all things in proper economic 
perspective.” 

In discussing the question of 
America’s growth, the U.S. Steel 
cited the phenomenal 
growth of television. “I doubt that 


president 


any industry, anywhere, could offer 
a more striking example of growth 
than does television, and it goes with- 
out saying that its impact is felt in 
many ways,” said Mr. Worthington. 
The increase in the number of ty 
stations in the United States from 
1949 to this year was from 51 to 523, 
an average annual rate of growth of 
84 per cent, he noted. The increase in 
national tv billings makes the average 
annual rate of growth 311 per cent, 
and, he concluded, if the growth of 
the industry is calculated on the basis 
of the increase in the number of ty 
sets in use, the annual average is 
721 per cent. 

Mentioning U.S. Steel as an en- 
thusiastic participant in the growth 
of television, i.e., the veteran United 
States Steel Hour on CBS-TV, Mr. 
Worthington said that he found tele- 
\ision to be one of the most important 
factors contributing to the public’s 
knowledge of the steel industry. “To 
maintain and expand the public’s 
knowledge of the facts of our business 
is, of course, the main reason why 
we are in television.” 


Progress of Discontent 
“The progress of America will be 
measured by the progress of dis- 
content,” said the Television Bureau 
of Advertising at its sixth annual 
meeting. In a major presentation by 
TvB president Norman E. Cash and 
George G. Huntington, vice president 
and general manager, the bureau con- 
tended that improvements and prog- 
ress were accomplished only when 
the people felt a need, or in other 
words, were discontented with things 
as they stood. “A person or a people 
that is contented, satisfied, that ac- 
cepts what he finds, finds little prog- 
(Continued on page 32) 


November 28, 1960, Television Age 17 








WHY DO TWO ae ae 
OF AMERICA’S fon 
LARGEST 
ADVERTISERS 
BUY SPOT TV 
ONLY ON WKTV 
IN UTICA-ROME 


Two of the nation’s largest 
advertisers found that the tired old 
cliche, ‘‘You can’t cover the Mohawk Valley from 
the outside,’’ was only too true. A mammoth electric 
company and a major auto manufacturer* figured they had Utica- 
Rome ‘‘covered”’ until their distributors and dealers set up a howl 
that was heard in both home offices. 


When it came to the selection of an advertising medium there was 
only one choice—WKTV. They found that no publication, no 
other medium, no outside TV, reached as many people, or 
reached them so effectively. These two accounts 


decided on spot TV in Utica-Rome. And 
it’s the only market in America 
where these two advertisers 
use spot TV. 


ch. 
wktv % 
OM wey. .40)\,8 2 


Represented by H-R 


A brand new, 16 page study 
of the Utica-Rome market in general 
and WKTV in particular shows why this 
market is unique — and how WKTYV fills the 
bill. Write to Gordon Gray, WKTV, 
Utica, New York, for your copy of 
“Big Drum Along the Mohawk.” 


Names gn request 
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Risk...or RISK? 


Does advertiser control 
size of program “‘gamble’’ 
by producing own show, 


or buying it? 


Oo" of the better-known trends in television 
today is a product of that name—Trend— 
made by the Purex Corp. The liquid detergent 
receives considerable exposure to America’s 
housewives by both day and night. 

\ trend much less familiar is one currently 
participated in by Batten, Barton, Durstine & 
Osborn, Inc. BBDO client General Mills has 
signed to finance the development of a pilot 
film and tv series for 1961-62 network presenta- 
tion, a step regarded (according to a press re- 
lease) as “an indication of a significant trend 
in broadcasting.” 


Just how significant is the General Mills- 





BBDO move? What effect will it have on future 
programming? Is the place of the advertiser 
and its agency in program production, or should 
this be left to the networks and packagers? To 
answer these and similar questions, TV AGE 
talked to executives at the three networks and 
several major agencies. 

While declining to express the philosophy of 
any of the agency’s clients on program packages, 
Sam Pierce, recently appointed tv-programming 
director at Guild, Bascom & Bonfigli, Inc.., 
pointed out that “I came from an earlier school 
where the agency built the show and then pro- 


ceeded to produce it specifically for the client 
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ABC’s Rifleman .. . 








. . . Aquanauts on CBS ... 



































right down to the final word. It 
worked very well in radio. I can’t 
see why it couldn’t work equally as 
well in television. Despite the vastly 
more complicated battle of the rat- 
ings, and the equally complicated 
jockeying for prime-time periods, it 
keeps coming back to me that we are 
still in show business, and if we can 
create shows that will please the most 
people, we will have a dandy place 
to put our clients’ commercials.” 

Evidently agreeing with Mr. Pierce 
on the basics, George Polk of BBDO 
listed four reasons why his agency 
advised General Mills to spend in the 
neighborhood of $75,000 to develop 
a tv series and produce a half-hour 
pilot film based on the MGM movie, 
Father of the Bride. 

Firstly, noted the agency vice pres- 
ident in charge of programming, 
General Mills’ financing of the prop- 
erty would enable it to have all the 
talent and production values of a 
series “plum.” Secondly, instead of 
being forced to make a snap decision 
to buy a new program before a com- 
petitor grabs it, the advertiser is able 


to become thoroughly familiar with 
all elements of his show. 

Thirdly, the executive continued, 
when a company such as General 
Mills figures strongly in the creation 
of a show, it naturally has more con- 
trol over elements of taste, charac- 
terization, etc., than otherwise. Fi- 
nally, the careful advance planning 
involved gives the advertiser more 
flexibility in choosing a co-sponsor— 
if he wishes to do so—and in finding 
the best network time period. 


Many Good Periods 


Queried on this last point, the ease 
of finding the best network time slot 
for an “outside” program in an era 
when the networks are highly inter- 
ested in producing their own shows 
and programming for an entire eve- 
ning (or even the entire week), Mr. 
Polk said, “There are a lot of good 
periods for viewing besides Sunday 
at 9. All we ask is that we follow a 
good show. The networks might be 
out selling all the time, but that 
doesn’t mean they’re selling the shows 
the advertiser wants.” 


. and NBC’s Deputy are among few “independent” shows 


It can’t be denied, however, that 
the three networks at present appear 
to be interested in selling the adver- 
tiser programs in which they have a 
financial stake. ABC-TV has only 
three half-hours—The Rifleman, Peter 
Gunn, The Law and Mr. Jones. 
which are completely “independent” 
productions; NBC-TV has a similar 
number of “outside” shows, and bet- 
ter than two-thirds of CBS-TV pro- 
grams involve network financial par- 
ticipation. 

“Don’t get it wrong, though,” cau- 
tioned Mike Dann, vice president for 
CBS-TV programming, New York. 
“Television is show business, and 
there are no show-business rules, but 
one thing is clear: if a network, client 
and agency all agree that a property 
is good, it will get on the air—no 
matter what its source.” 

Ross Donaldson, director of crea- 
tive services at NBC-TV, agreed that 
a good program could come from 
any where—packager, network, adver- 
tiser—but noted that “control” had 
its advantages for both sides. “If an 





advertiser has a hit in a show he 
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owns,” said Mr. Donaldson, “he 
doesn’t have to worry about someone 
else buying it or having it moved 
around in the schedule. Of course, 
with a new show, the advertiser-owner 
does take a gamble in not being able 
to get it in the time slot he wants. 
From the network viewpoint, its 
financial participation in a show frees 
it from the worry that a rival can 
offer the packager or advertiser a 
choice deal or time period and walk 
off with the program. Then, we feel 
that so many people and elements are 
involved today in putting together a 
network series that it takes the huge 
organizational abilities of a network 
to do a good job. Of course, there’s 


always the ‘prestige’ element 
whether you’re a sponsor or a net- 
work—of being able to speak to your 
stockholders of ‘our show,’ particu- 
larly if it’s a hit.” 


At ABC-TV, 


president Tom Moore said he felt an 


programming vice 


agency looking for time for a show 
partially owned by a client is in the 
same position as if it had bought a 
show from a packager. “I see no ad- 
vantage either way,” he stated, “and 


BBDO oversees June Allyson Show for client Du Pont 


the only difficulty that might arise in 
trying to place a show on ABC would 
be if the network felt it had a better 
one for the period.” 

What monetary gain is there to an 
vertiser or network in “owning” a 
program? Virtually none, according 
to both the network spokesmen (“our 
profits come from selling time and 
facilities.”) and agency executives 
such as Lee Rich of Benton & Bowles, 
Inc., and John Calley of Ted Bates 
& Co., Inc. 


Will Share Profits 


Program packagers will share their 
profits in return for financial back- 
ing, noted Mr. Calley, “but the return 
is insignificant to a large advertiser.” 
In agreement, Mr. Rich said the 
agency or advertiser usually has less 
than a 10-per-cent interest in a series, 
and that the average producer makes 
money from a show only if it be- 
comes a hit. “It takes at least a year 
before the re-runs and residuals begin 
paying off,” he said. 

For the reason that there’s little 
financial reward in promoting an 
owned program, Mr. Calley, assistant 


vice president for new program de- 
velopment, doubted that a network 
would turn down an advertiser's se- 
ries for one of its own on a monetary 
basis alone. “A show can be ignored 
by one network and become a top at- 
traction on another,” he said, “but | 
feel it’s more an error in judgment 
than anything else. How many ad- 
vertisers have said a particular pro- 
gram wasn’t for them, then seen a 


competitor buy it?” 


Getting a time period for Father 


of the Bride is evidently not a pri- 
BBDO. 
“If you have a ‘questionable’ show,” 


mary problem confronting 
said George Polk, “you don’t deserve 
time on any network. If you have a 
great show—such as we think we'll 
have—there should be no trouble 
placing it.” 

Arguing the point that agency- 
advertiser “control” is an aid to the 
production of a better-than-average 
show, B&B’s Lee Rich feels the agen- 
cy’s entrance into the creative picture 
puts a crimp into its objectivity. The 
agency vice president in charge of 
tv-radio programming and media re- 


(Continued on page 73) 
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Food outlets turning more and more to tv to build store traffic and sales 


G rocery stores and supermarkets 
are discovering advantages in 
television which few of them knew 
about a few short years ago. 

One of the most important to 
chain or group markets is that tele- 
vision, unlike newspapers, covers the 
entire area from which the stores 
draw their trade. The Great Atlantic 
and Pacific Tea Co., 
way, the IGA stores, Piggly Wiggly 


Kroger, Safe- 


and groups of independent merchants 
are among those using television in 
increasing amounts. 

Not only do store-image commer- 
cials build reputation for service and 
quality but experiments in regular 
television specials prove that they 
increase sales and store traffic. 

Last year total food sales in the 
United States set a new high esti- 
mated at more than $75 billion. 
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Grocery-store sales alone climbed to 
$46 billion, and new lines are in- 
creasing these sales year by year. 

In 1959 spot television for food 
products totaled $165 million, net- 
work advertising for the same cate- 
gory $113 million and local adver- 
tising some $70 million. While these 
figures are by no means limited to 
grocery stores and supermarkets, an 
increasing proportion of it was 
placed by these food outlets. 

Included here are a few typical 
examples of grocery and supermar- 
ket advertising on television. This 
advertising includes practically every 
type of tv, from ID's to participa- 
tions, from minute spots to syndi- 
cated programs. An impressive point 
is that nearly all. grocerymen, once 
they try television, continue to use 
it. In almost every case studied, 


Grocery stores 
and supermarkets 


stores that use tv expand its use and 
at the same time cut down on use of 
printed media. 


Demand Increase 

“We're delighted with our tv re- 
sults,” says Bernard Gordon, presi- 
dent, Save-Way Super Markets chain 
located in Schenectady, Rotterdam, 
Niskayuna and Troy, New York. 
“We note an increased demand for 
‘daily specials’ in all eight Save-Way 
Super Markets immediately follow- 
ing display of special items on tv. 
Even concentrated mention of daily 
store items via our ID tv announce- 
ments appears to create more de- 
mand. We also notice more women 
asking for Carl’s Gold Bond divi- 
dends and Wednesday double divi- 
dends, after having plugged them on 


tv. 








——— 














So 406 oa. 








The supermarket chain buys a one- 


minute participation in Home Fare 
(9-9:30 a.m.) on Monday, Thurs- 
day and Friday and nine 10-second 
announcements weekly spaced three 
Monday, Tuesday and 
Wednesday, all on wrcs-Tv Sche- 
nectady. 

Al Kellert, director of the Kellert 
Albany, 


which handles the account, is also 


each on 


Advertising Agency, of 
enthusiastic about results. “Tv has 
done a progressively good job for 
the Save-Way Super Market chain,” 
he says. “Largely because of point- 
of-sale in-store promotion of Save- 
Way tv programming, plus fine co- 
operation by WRGB-TV’s promotion 
department, results have been ex- 
cellent. It boils down to this: Save- 
Way Super Markets offers more to 
area food buyers, and tv is a perfect 





information medium for Save-Way 
shoppers.” 

Annual television budget for the 
chain is about $16,500. 


Brand Promotion 
Red Owl Stores and agencies for 
Red Owl products have organized 
an intensive television program in 
the Minneapolis area. 
Sponsoring The Red Owl Theatre, 
a 75-minute first-run feature film 
series on KCMT Alexandria Sunday 
nights from 9 to 10:15, Red Owl 
brand specials are promoted to run 
from Monday through the follow- 
ing heavy week-end buying period. 
Stores, many of which are inde- 
pendently owned, report the week- 
long specials are paying off in in- 
creased volume. 
(Continued on page 67) 








Selling With Tv 


A-G Food Stores, Ch rlotte. Jim 
Smith, promotion manager. Thirteen inde 
pendent grocers formed this organization 
to combine advertising and promotional ef- 
forts. Purchased sponsorship of ITC syndi- 
cation, Cannonball, on wsoc-tv Charlotte. 
Now have sponsorship of Coronado 9 
(7-7:30 p.m., Thurs.). Believe new store 
name well established because of tv. An- 
nual tv budget: $20,000. 

American Stores, Baltimore. Thomas 
Sherrard, manager; Hayward Morgan, ad- 
vertising manager. Sponsors quiz program, 
It’s in the Name, Tuesdays (7:30-8 p.m.) 
on wMar-Ty Baltimore. 

Ralph Brown Supermarkets, Spring- 
field, Mo. Ralph Brown, This 


three-store chain participated in a com- 


owner. 


bination television-radio Community Club 
Awards promotion on KTTs-Tv Springfield 
with a resulting $83,000 in sales, accord- 
ing to the sponsor. Cost of the campaign 
was $1,300. 

Buttreys Super Store, Billings, Mont. 
Earl Carlson, 
television from 


general Using 
the time it opened in 
the market a year ago, the store uses three 
minute spots on KOOK-Tv Billings each 
Thursday. Contract has just been renewed 
for the second year. Annual tv budget: 
$5,120. 

Child’s Food Stores, Texarkana. 
Venner Barnes, advertising manager. For 
seven years the stores have been a regular 
advertiser on KCMC-TV Texarkana, syndi- 
cated shows for the most part. At present 
they sponsor the MCA program, Johnny 
Midnight, weekly in Class A time. Annual 
tv budget: $60,000. 

Clarks Markets, Billings, Mont. 
Victor Klamm, advertising manager. Store 
sponsors alternate weeks of NTA program, 
Man Without a Gun (9-9:30 p.m., Wed.), 
on KOOK-TV Billings. Also for the past 
four years has participated, one minute 
daily, on live homemakers show (4-4:30, 
Mon.-Fri.). Annual tv budget: $9,100. 

Colonial Stores, Durham. Headquar- 
ters in Atlanta, Ga. Places three minutes 
and three ID’s weekly on wrvp Durham. 
Annual tv budget: $16,000. 

Colonial Stores, Jacksonville. J. R. 
Moon, general manager. Store sponsors 12 
spots weekly on wJxt Jacksonville—day- 
time and nighttime minutes and ID’s. 

Colonial Stores, Wilmington, N.C. 
Promotes Certified Colonial Specials with 
two 10-second announcements weekly on 
wect Wilmington. 

Dillon’s Stores, Hutchinson, Kan. 
Ken Keefer, director of advertising. Stores 


manager. 


sponsor the women’s show, Coffee Time 
(9:30-10 am., Mon.-Fri.), on KTVH 
Wichita and WNightcap News (10-10:15 
p.m., Thurs. and Fri.) on the same sta- 
tion. An executive says: “Dillon’s has been 
a longtime sponsor of Coffee Time, with 

(Continued on page 70) 
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ol - every man there’s a 


woman ... So some of the 
top station representatives might 
praise the girls who stand behind their 
salesmen. 

“Rep girls,” sales assistants, sales 
secretaries or specialists — whatever 
their title, these are the girls who are 
responsible for much of the detail 
work and even some of the selling in 
this intricate industry. Each girl con- 
siders it the essential part of her work 
to free her boss from the constant 
checking of the avalanche of rate cards, 
billings and availabilities which might 
otherwise keep him from his primary 
job—creative selling. 

A rep girl is responsible for every- 
thing after the initial sale. This entails 
making up the contracts, confirma- 
tions, billing, as well as working 
closely with the traffic department in 
checking availabilities. The specialized 





departments at station representatives 
such as traffic, sales service and tele- 
type are all geared to maintaining fast 
efficient service to the buyers and the 
agencies. Often, however, a rep girl 





must take time out from answering 
questions and keeping her own rec- 







Miss Stellwagen of Blair ords up to date to do her own esti- 
mating or to man the constantly chat- 


tering teletype. 


Mrs. Shaw of Katz 





Miss Dreesen of HR 









































pe 
of 
tir 


qt 


fe 


be 
th 





wm 














The salesmen must be able to de- 
pend on their assistants to take com- 
plete charge when they are out of the 
office. If a buyer calls the representa- 
tive with a last-minute change or a 
question of improved time, the sales 
assistant has to be able either to give 
him the information from her own 
accumulated facts or to know who else 
will have the answer. Obviously this 
is a fast-paced job. Accuracy is all 
important, but necessary too is the 
ability to deal with people, to be in 
effect a right-hand man (or woman) 
to the salesmen. 


Demanding Field 


What are the qualifications of a rep 
girl? Why is a girl attracted to this 
demanding field when so many gravi- 
tate toward the more relaxing, lots-of- 
free-time-and-coffee-breaks jobs? 

Jo Maggio, office manager and traf- 
fic director for Edward Petry & Co., 
can answer the first question with 
authority. Jo, who has been in the 
business for 10 years and set up the 
efficient sales service organization at 
Petry five years ago, is in charge of all 
female personnel in this organization. 

Primarily, Jo believes, a girl must 
be “not only willing but anxious to 
think for herself.” She must also have 





Viss Schlanger of P.C.W. 


a “winning personality” and a pleas- 
ant phone voice. Often the rep girls 
have a chance to meet the owners of 
the disembodied voices over the tele- 
phone in person, and the reaction of 
(for instance) a timebuyer toward her 
usuaily influences his reaction toward 
her boss. Jo feels that the personal 
side of the business within the organi- 
zation is important. The better the 
salesman and his assistant work as a 
team, the better service they can give 
to their clients. 

Jo came to Petry from the traffic 
department at CBS because she liked 
“the idea of growing up with the still 
new medium.” In her job at Petry, Jo 
tries to keep thinking progressively, 
and she has created a flexible system 
to keep pace with the changing de- 
mands of the industry. Jo feels she is 
doing something worthwhile in her 
work. “After all,” she says, “35 hours 
a week are a good part of my life, and 
I want to be able to feel I’m not 
wasting them.” 

The interdependence of the various 
departments at the station representa- 
tives is essential to the kind of flexible 
efficiency in which Jo believes. At 
Television Advertising Representatives 
Nancy Neafie, sales assistant for David 
Henderson, checks the traffic board 


sell on their own 


often with Diane Stanard, the traffic 
manager. Nancy and Diane (who 
share an apartment in New York) 
agree that a flair for dealing with 
people is a must for a rep girl. “You 
give a constant image of a tv station 
through your personality,” added 
Nancy. 


With Radio Station 


Nancy is well qualified for her job 
at TvAR. A journalism major at the 
University of lowa, she worked for a 
radio station in Burlington, lowa, be- 
fore coming to New York four years 
ago. She gained a knowledge of the 
business through a job for a radio 
representative before joining TvAR. 
The realization that she is doing her 
work well is a great satisfaction to 
Nancy. One of her major accounts— 
Lestoil—was so pleased with the serv- 
ice she gave them that she was invited 
to Massachusetts to visit the company 
and the agency. 

Often, too, the rep girls have a 
chance to visit the stations. Dolores 
Asensio, a specialist on the Procter & 
Gamble account for Bill Snyder at 
Harrington, Righter & Parsons, and 
Evelyn Crawford, secretary to Mr. 
Snyder, were invited along with other 


(Continued on page 72) 


Right hand man 
is a woman 


Rep girls handle details 


of bosses sales—and sometimes 
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here are a bunch of restless guys 
on the 18th floor of 666 Fifth 
Avenue. Home of Smith/Greenland 
Co., Inc., this floor “swings” with the _ 


aggressiveness and creative bounce of 
a young agency aiming to break 
through the old barriers of advertis- 
ing. 

Established under its present name 
two years ago by Leo Greenland and 
Martin L. Smith, the firm has quickly 
soared, with billings increased four 
and one-half times. Presently handling 
over $5 million in advertising, the 
agency spends three of this five million 
in television. 

Despite its youth and bold ideas, 
admitted by president Greenland as 
“off the beaten path,” the company 
launches its rebel movements only 
after careful thinking buttressed by 
research and testing. One of its clients, 
Red L Foods Corp., manufacturer of 
frozen seafood dinners, boasts a 91.7- 
per-cent sales increase in 1960. over 
the corresponding sales period of last 
year. 

The video advertisements of Red L 
illustrate S/G’s aim, which Mr. Green- 
land limns as “tweaking the nose of 
tradition out of joint.” One of these 
on Red L 
scallops. A luscious 38-23-38 young 


commercials is frozen 


girl appears on the screen. The audio 
reads: “This 97-year-old woman owes 


her youthful vigor and good looks to 
Red L frozen scallops.” 
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Young agency executives 


at Smith/Greenland try to break 


old advertising barriers 


S/G: steadily growing 


Another fillip for Red L screens 
actor Carl Rhodes eating a frozen tv 
dinner. The audio says, “New Red L 
frozen seafood dinners are so good 
you can’t stop eating them.” With his 
plate emptied, actor Rhodes ravenous- 
ly begins to eat the metal tray. 

Red L and other clients’ success Mr. 
Greenland attributes to “the strategic 
use of ID’s. These are provocative, 
producing conversation and _ stimu- 
lating trade. In turn, the client, along 
with the brokers and distributors, is 
pleased with the sales and the com- 
pany itself.” 


Management Important 

The management of a company is a 
paramount factor with S/G. “The 
client,” says Mr. Greenland, who 
has the Danish blood and creative 
imagination of Hans Christian Ander- 
sen, “must have good management to 
produce fine products. S/G looks for 
this point in a client, along with a 
willingness for exciting and new ad- 
vertising to sell his product.” 

The roster of advertisers, mainly 
food companies, on S/G’s billboard 
includes, in addition to Red L, Con- 
(Whiz) ; 


Downyflake Foods, Inc. (frozen waf- 


tinental Enterprises, Inc. 


fles, pancakes, French toast, muffins) ; 
Doxsee Co., Inc. (clam products) ; 
Farm House Frozen Pie Co.; Melnor 
Industries, Inc. (sprinklers and garden 


equipment); Milady Food Products, 





Les Towne, media director 


Inc. (blintzes, potato pancakes, waf- 
fles); Roman Products Corp. (pizza, 
Seabrook 
Farms Co. (fresh frozen vegetables, 


ravioli, manicotti); and 
fruits, prepared vegetables) . 
“Much of our billings,” the presi- 
dent points out, “comes from in- 
creased advertising budgets rather 
than from hot new clients. One of 
their Melnor 
sprinklers. This account started with 


prestige numbers is 
Martin L. Smith, secretary and treas- 
urer of the agency, when he opened 
his own shop, the Martin L. Smith 
Co., 10 years ago. The client’s use of 
tv advertising was accelerated by the 
successful talking-worms commercial. 





























—y. 








Melnor’s advertising budget has 
swelled from an initial $10,000 to 
almost $1 million currently. 

As the creative head of S/G Mr. 


‘ 


Smith maintains that ads can “spoof 
and tickle and even satirize—as long 
as they maintain the inexorable sales 
objective. However,” the young ex- 
ecutive declares, “I am shocked and 
appalled at the ineptness of much of 
today’s advertising. Some men seem to 
forget that the public has an intelli- 
gence and won't listen to or absorb an 
advertisement if it is undersold.” This 
point is underscored by Murray Klein, 
Arthur Kugelman and Gerald Charm, 


the copy and art directors of the 
agency. 


S/G co-chie/s Martin L. Smith (l.) and Leo Greenland 






Luncheon plans-session: (1. to r.) Messrs. Kugelman, Charm, a.e. Doug Warren, Platte and Klein 


Mr. Smith’s work springs from an 
office furnished in modern decor with 
rich toast walls. The wall framing his 
gold S’s of 
various sizes, shapes and ages. One of 


desk is monogrammed in 


his bugbears in the advertising indus- 
try is the misinforming ad. “This type 
of smear on the industry,” he feels, 
“can be best checked by agency self- 
policing. Since the industry serves a 
useful function in informing and sell- 
ing to the public, it should stop 
mediocrity from existing by self- 
policing. Under the fire of its own 
albatross, the uninformed but preva- 
lent Madison Avenue exposé novel, 
the agencies must keep their present 
state of not crawling out from the 


rocks,” 

This problem, Mr. Smith believes, 
can be licked by the type of people in 
the industry. “We are very discrimi- 
nating in hiring people here. First, we 
demand a great deal of creative talent 
and knowledge in all phases of adver- 
tising, not only the applicant’s special- 
ty, but his interest and knowledge in 
the retail, distribution and consumer 
areas. And most important, he must 
have a set of moral standards.” 


Seek Enthusiasm 


Another factor which S/G looks for 
in employes is a dynamic enthusiasm. 
This Mr. Greenland demands and ex- 
emplifies. “We want vital talent and a 
volcanic interest in advertising. This 
is a swinging shop, and we are hep 
men.” 

To get such men, the agency does 
not claim the robber-baron approach. 
“Men come to us for a position,” Mr. 
Greenland notes. “They like our un- 
compromising creative approach in 
advertising and feel they can offer us 
something—and they stay on.” 

Copy director Murray Klein, a Phi 
Beta Kappa from New York Univer- 
sity, received his basic training from 
Bernice Fitzgibbons of Gimbel fame. 
Holding the print post at S/G for 
seven years, Mr. Klein upholds the 
agency policy of briefing everyone on 
what’s going on in a campaign. But, 


(Continued on page 42) 
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Is spot best for Dodge? 


Advantages of 
flexibility and 
frequency 
outlined in 
special Petry 


presentation 


he Dodge division of the Chrysler 

Corp. invested a paltry $95,000 
in spot television in 1959—a shocking 
and unforgivable oversight in the 
eyes of many spot partisans, who note 
that the advertiser spent $3,982,647 
in network tv in the same year. The 
dollar figures, all gross-time estimates 
supplied by the Television Bureau of 
Advertising, could be rearranged 
slightly to the benefit of spot and 
Dodge, says the television division of 
Edward Petry & Co. 

The station representative has sub- 
mitted to the advertiser and_ its 
agency a plan designed to do precise- 
ly this in 1961. By supplementing 
The Lawrence Welk Show (ABC-TV, 
Saturdays, 9-10 
schedules in selected markets, says 


p.m.) with spot 


Petry, “Dodge can mold the medium 


to fit its specific needs.” 


Petry’s analysis, based on the 
acknowledged virtues of spot and the 
accepted problems in marketing auto- 
mobiles today, was first discussed and 
then presented to BBDO New York 
and Detroit, and then presented to 
the advertiser. It was done under the 
direction of Robert Hutton, vice pres- 
ident, promotion director, by Jack 
Carter, head of promotions. It at- 
tempts to demonstrate “how Dodge 
can outflank the opposition and great- 
ly expand the efficiency and effec- 
tiveness of its present television ef- 
fort through the strategic application 
of tv selling power—spot television.” 


Competition Tough 

Noting that the automotive com- 
pany responded quickly to the mar- 
ket trend toward smaller and more 
economical cars (with the Dart this 
year and with the Lancer for 1961). 
Petry nevertheless demonstrates that 
the new Dodge standard lines will be 
up against even tougher competition. 
The company, with entries in three 
price fields which now account for 
90 per cent of automobile sales, and 
faced with an unprecedented num- 
ber of new competitive brands, must 
build identity for the Lancer and gain 


headway against six cars which have 


had a head start in the field. 

“Television,” says the presentation, 
“will be more important than ever in 
the °61 sales race,” and notes that 
Chevrolet, Ford and Plymouth are 
expanding their network tv efforts 
substantially in the coming season. 
Conclusion: Dodge will need to ex- 
pand in its television commitments. 
Recommendation: supplement the al- 
ready broad national coverage of the 
Welk show with the selective, market- 
by-market approach of spot tv. With 
spot, says Petry, “the company can 
employ varying amounts of addition- 
al tv weight where and when it will 
be most productive. While the com- 
petition, for the most part, spreads 
itself uniformly and expensively ev- 
erywhere, Dodge can concentrate on 
the most productive areas and mar- 
kets, and take maximum advantage 
of the variables in the new-car mar- 
ket.” 

The variables are many, and as 
listed in the Petry presentation they 
seem to make spot a necessary tool 
for the advertiser. As an example, 
although the national average of 
homes owning cars is 74.5 per cent, 
there are important regional varia- 
tions. In the northeast, the average is 


under 65 per cent, whereas in the 


Market shares of principal new car price categories 
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Jack Yeager has been appointed 
general sales manager of KHOL-TV 
Kearney-Holdrege and KuPt-tv Hayes 
Center, Neb. In broadcasting since 
1948, Mr. Yaeger came to KHOL-TV 
from wow Omaha. He was formerly 
manager of KGFW Kearney. 


west car ownership per home climbs 
to close to 90 per cent. The same pat- 
tern is true of multiple-car owner- 
ship. 

And there are varying speeds of 
auto turnover in different areas. The 
study points out that although the 
population of Pennsylvania is 1.8 mil- 
lion more than Ohio, and that Penn- 
sylvania has 200,000 more cars on 
the road than Qhio, 40,000 more 
cars were sold in the latter state in 
1959. Illustrating the point further, 
the Petry presentation finds that al- 
though Illinois was a larger new-car 
market than Ohio in 1959, it was not 
for Dodge, which sold 31 per cent 
more cars in Ohio that year. 


Comparison 


A comparison between Kansas City 
and Dallas, with almost identical pop- 
ulations, is offered in the study. Nu- 
merically speaking, the two markets 
are comparable, but in terms of auto- 
mobiles, Dallas has 50 per cent more 
and 33 per cent higher auto-store 
sales than Kansas City. Atlanta, with 
just a slightly larger population than 
New Orleans, has 32 per cent more 
cars and at the same time registers 
74 per cent higher automobile-store 
sales. 

Seasonal variations in automobile 
sales remain of great importance, says 
the Petry presentation. “The earlier 
introduction dates on new models 


have tended to flatten out the month- 
to-month variations in new-car sales 
on a national average. However, even 
on a national average second-quarter 
sales are 19 per cent higher than 
first-quarter sales. And the national 
averages obscure much sharper dif- 
ferences in various sections of the 
nation, In Massachusetts sales in the 
second quarter are twice as high as 
first-quarter volume. June is four 
times as big as February. Florida 
sales are highest in the fourth -quar- 
ter, while in the opposite corner of 
the nation, in Washington state, 
they're lowest in the same quarter. 
December is the best sales month in 
Oregon, the worst in neighborin: 
Washington.” 


How can the problems raised by 
these variations be resolved? Through 
spot television, which “will deliver 
important dividends in sales efli- 
ciency.” With this approach, says 
Petry, Dodge can select the right mar- 
kets to apply pressure to limited areas 
of high potential; it can exploit the 
right timing, using heavier sched- 
ules preceding and during peak sales 
periods, and it can apply the right 
weight, placing a heavier spot empha- 
sis in strong Dodge markets and in 
areas where network penetration is 
below average. 

On this last point, the study con- 
cedes that the Welk show is doing an 
excellent over-all job for Dodge, with 
above-average national ratings over 
a long period of time. But within the 
national average there are of course 
many differences in individual mar- 
ket ratings. With a national average 
rating of 25.2 (March ARB), ratings 
vary from a 12.4 for Sacramento to 
a 40.1 for Salt Lake City, the Petry 
presentation reports. Inevitably, there 
are holes, or at least weak spots, in 
the advertiser’s national coverage, i.e., 
California, which accounts for 10 per 
cent of all new-car sales. But Dodge, 
says Petry, is not getting adequate 
coverage in that state, where, in the 
four top markets (Los Angeles, San 
Francisco, San Diego and Sacra- 
mento), the Welk show’s average 
ARB is 15.1. 

The station representative concern 
offers an example of what a spot 
schedule could do in Sacramento, 





Robert S. Wilson has been named 
vice president and general manager 
of «Kxtv Sacramento, a Corinthian 
station. Mr. Wilson has been general 
sales manager of KHOU-TV Houston 
since 1954. Before that he was a sales 
executive with both Edward Petry & 
Co. and the Katz Agency. 


where ratings for the Welk show are 
below average. Cost-per-thousand for 
a schedule of five one-minute an- 
nouncements on five nights of the 
week on KCRA-TV in that market 
would work out to $2.20 and deliver 
384,150 homes in the week. 


Many New Names 


Another argument in favor of spot 
tv, as advanced by Petry: “The new 
status of the automotive market, with 
a dozen new brand names vying for 
the public consciousness, has placed 
a much higher premium on frequency 
of impression. With high-powered an- 
nouncement schedules . . . Dodge can 
reach virtually all the new-car buy- 
ing prospects in a market in a matter 
of weeks and reach a high propor- 
tion of these several times each week. 
This frequency factor is the swiftest, 
surest way to build identity and drive 
home the key points of the Dodge 
sales story.” 

A decision on spot for 1961 is now 
awaited. In addition to presenting its 
study to the advertiser and his 
agency, the Petry firm has drawn 
upon its branch offices—Atlanta, Los 
Angeles, Chicago, San Francisco, Bos- 
ton and St. Louis—in an attempt to 
get action on the Dodge district-man- 
ager and zone-manager level. What- 
ever the result, it is evident that Petry 
is anxious to expand and promote 
spot television business. 
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CLIENT: Purex 
AGENCY: Foote, Cone & Belding 





MPO DIRECTOR: Mel Deliar 
CAMERAMAN: Tony Brooke 


CLIENT: Pan American Coffee Bureau 


AGENCY: Batten, Barton, Durstine & Osborn, Inc. 


make it coffee. ‘ 


Pp DIRECTOR: Charles Dubin 
M CAMERAMAN: Gerald Hirschfeld 








CLIENT: American Telephone & Telegraph Co. 
AGENCY: N. W. Ayer & Son, Inc. 


MPO DIRECTOR: Marvin Rothenberg 
CAMERAMAN: Zoli Vidor 





CLIENT: Tetley Tea 
AGENCY: Ogilvy, Benson & Mather, Inc. 





OTT i a 


iS a “J 


MP0 DIRECTOR: Joe Kohn 
CAMERAMAN: Zoli Vidor 





CLIENT: Buick 
AGENCY: McCann-Erickson, Inc. 


DIRECTOR: Mickey Schwarz 
MP0 CAMERAMAN: Zoli Vidor 





in NEW YORK CITY 
15 E. 53rd Street » MUrray Hill 8-7830 
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CLIENT: Scudder Food Products 
AGENCY: Campbell-Mithun, Inc. 





DIRECTOR: Mel Dellar, Hollywood 
MPO CAMERAMAN: Hans Koenekamp, 
Hollywood 


Videotronics, Inc. 


in HOLLYWOOD 
4110 Radford Ave. * POplar 9-0326 





Newsfront (Continued from 17) 


ress, sees nothing new, creates 
nothing better.” 

Once a product has been created 
to fill a need, there is a further step 
in the progress of discontent, which 
is the advertisement of the product. 
“In all the world, there is probably 
no group of people more discontent, 
more intent upon spreading their 
own discontent, more dedicated to 
the belief that improvement and 
progress are possible if people will 
only desire it, than that group of 
people collectively called advertis- 
ing.” The function of advertising, 
continued TvB, is to make people 
aware of the need which was filled 
by the product and to offer a choice 
in that product. 

The fact that there is a choice leads 
to competition, which is a key to 
progress. Through the use of visuals 
the TvB presentation demonstrated 
how advertising gives the public a 
choice of any product ranging from 
toothpaste to finance. And the public 
cannot afford not to take its choice— 
“why be content with the old when 
there are better ones?” is the essen- 
tial message of advertising. 

Besides providing a choice in the 
product, advertising also adds to the 
product that factor which may mean 
success or failure. As examples, the 
bureau pointed out that automobiles 
are a combination of steel, aluminum 
and glass until someone demonstrates 
the fun of going places and the pres- 
tige of owning a particular car; that 
cigarettes are just blends of tobaccos 
until someone shows the refreshment 
in smoking and appeals to a person’s 
desire to be a thinking man or a sea 
captain, or just to be rid of tars and 
nicotine through filters. 

“Today's advertising sees the basic 
needs of people...and discontent with 
their being overlooked, employs its 
skills to create this same discontent 
in others—a discontent that can help 
to end the discontent.” The task of 
advertising is not only to find the 
right things to say to fill these needs, 


| however, but to find a means to bring 


| its statements to the people in the 


most forceful way possible. This is 


(Continued on page 41) 
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Film Report 





‘POST’ PUSHES ‘POST’ 

The Saturday Evening Post is prob- 
ably the most potent promotional 
force behind Independent Television 
Corp.’s Best of the Post telefilm se- 
ries. Curtis Circulation Co. has ini- 
tiated a nationwide circulation drive 
for the magazine tied in with the pro- 
gram. Advertisements will run in 
newspapers in every major market in 
which the program has been sold 
with a special tune-in plug geared to 
time slot and station in each of the 


markets. The tune-in campaign will 
continue throughout the run of the 
program. In addition, special stack 
inserts, truck posters and such geared 
to newsstand sales are also running in 
many major markets. Best of the 
Post, based on stories from that maga- 
zine, has been sold in 135 markets. 


STUDIO SALE 

Successful conclusion of negotia- 
tions to purchase operating control 
of California Studios in Hollywood 





FB RE ee 


he Robert Herridge Theatre is an 

unusual vehicle in syndication— 
it has broken many of the rules that 
seem to guide production houses, 
while its esthetic values appear to 
be too advanced even for the ad- 
vance-conscious networks. In _ brief, 
it is a program in search of an audi- 
ence, and it has been placed in an 
allegedly action-happy field. 

But the series, on the market only 
a short time, has found audiences 
and sponsors, proving, in its modest 
way, that art is entertainment. In 
Louisville, where it is sponsored by 
the Citizens Fidelity Bank & Trust 
Co. over WHAS-TV, a loyal and articu- 


late group of viewers has _ been 
formed. 
“Our attempt with The Robert 


Herridge Theatre,” says Ken Thomp- 
son, advertising manager of the bank, 
“is to build a vehicle for our adver- 
tising which singularly stands alone 
and which has highly 
identifiable, into which our bank’s 
name and message can be placed with 
a minimum 


a_ format 


of competition from 
‘also-ran’ programs. 

“We personally believe that The 
Robert Herridge Theatre is high- 
quality television, and we accept the 
fact that it is not a mass-audience 
show. We felt that by sponsoring the 
program we would have a loyal audi- 
ence which would in turn produce 
loyal customers for the bank. We 
think that the type of people who are 
interested in The Robert Herridge 
Theatre are the same people who 


Citizens Fidelity Bank & Trust Co. 





have need for the services of a bank 
because of their economic and edu- 


cational status. You might say we 
are using a rifle technique, instead 
of a shotgun, in going after cus- 
tomers—this, of course, is not the 
usual approach in television adver- 
tising. 

“The response to the show seems 
to indicate that the viewers who are 
concerned with The Robert Herridge 
Theatre have quickly identified it 
with Citizens Fidelity Bank & Trust 
Co. Both wHas-Tv and our bank have 
received numerous letters, almost all 
of which have been complimentary 
and high in praise for the show.” 

Distributed by CBS Films, the 
series consists of 26 half-hours, avail- 
able on either tape or film transfer. 
Original scripts, as well as adapta- 
tions of classic short stories and 
plays, are presented. Authors include 
Shirley Jackson, Sean O’Casey, John 
Millington Synge, Mark Twain, Ed- 
gar Allen Poe and Guy de Maupas- 
sant. The program has been sold in 
16 markets. 


from the Philip Krasne interests is 
expected shortly. Purchasers are pro- 
ducer Phil Rapp and financier Fred 
Jordan. The price is in the neighbor- 
hood of $1 million. 

Since the property, one of the coun- 
try’s major tv film studios, is actually 
owned by the Clune Memorial Trust, 
what is basically involved is the oper- 
ating lease. The purchase price in- 
cludes more than $900,000 in indebt- 
edness to be taken over by Messrs. 
Rapp and Jordan: $170,000 in taxes; 
a $140,000 mortgage held by Consol- 
idated Film Industries, and approxi- 
mately $600,000 in other debts. Mr. 
Krasne will retain an interest in rev- 
enues and receive free use of stage 


space for an unspecified period. 


FTC AND PLUGOLA 

The Federal Trade Commission has 
stepped into the controversy, given 
airing at the special FCC hearing in 
Los Angeles last month, over the 
plugs-for-product business in tv. The 
commission has initiated court action 
to force several reluctant witnesses 
Fred Kline & Walter E. Kline & Asso- 
ciates, Mary Rothschild, Dick Fishel, 
Martin Hersh and Universal Record- 
ers—to testify on their activities. 


CANNED MUSIC CANNED 
Canned music in tv films produced 
by the major companies will be elim- 
inated beginning next June, following 
a new contract signed by the AFM 
and AMPP. In AFM 


struck out the onerous six-per-cent-of- 


return, the 


gross formula which led to the use of 
foreign and canned soundtrack in tv 
film in the first place. Also left out 
was any mention of residuals for post- 
1948 theatrical films released to tv, 
although producers agreed to contrib- 
ute three per cent of scale to the 
AFM pension plan on all films scored 
in the future, and to make a re-use 
payment of one per cent on post-1960 
pictures released to tv. 


PROGRAMS .. 
Two new companies have been 
formed for production of tv film by 


Holly- 


well-known personalities in 
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wood: Las Palmas, Inc., has been 
formed by George Burns and Gracie 
Allen, with plans of the company not 
disclosed ; Merit Productions has been 
organized by producers Bill Thomas 
and Sam White. Two upcoming series 
planned are Ski Patrol and Man From 
the Police Gazette. 
partner in Pine-Thomas Productions, 


Mr. Thomas, as a 


has several score feature pictures to 
his credit; Mr. White was producer 
of the Flicka series and created the 
upcoming series, Oh, Those Bells. 
New pilots: first episode of M.R.. 
hour-long law-adventure series filmed 
in Hong Kong has been completed by 
John Florea and Frank Cleaver and 
will be ready for agency screening 
soon; the comedy team of Rowan and 
Martin has been set to co-star with 
Carole Cook in the new Cy Howard- 
My Wife's 


Adventures of Andy 


created Desilu property, 
Brother; The 
Hardy, long a staple theatres, is 
being readied by MGM-TV for trans- 
fer to tv; Sidesplitters, skein of 130 
five-minute episodes based on Rube 
Goldberg inventions, is planned by 
Trans-Lux TV after a delayed start; 


FROM THE 
STUDIOS OF 


CENTURY-FOX 


WAM wad 
tI JIY - 


Observation, audience-participation 
program projected as a five-time-per- 
week daytime show for ABC-TV, has 
had its initial episode placed before 
the cameras by Don Fedderson Pro- 
ductions, which is also working on a 
new series for comedian Johnny Car- 
son. 

Screen Gems and Freddie Fields 
Associates have acquired Alexander 
Klein’s Grand Deception, a volume of 
hoax stories, for television adapta- 
tion. The (bolstered by 
other anthologies by Mr. Klein) is to 


property 


be developed by the two organiza- 
tions as a one hour series for the 
1961-62 season . . . Screen Gems will 
produce still another 60-minute series 
for that season. This one is Safari, 
which is to be filmed on location in 
Kenya .. . David L. Wolper has pur- 
chased a theatrical short subject, Per- 
sonality Parade, footage of which is 
to be integrated in Wolper-Sterling’s 
Hollywocd and the Movies, a docu- 
mentary television special. 
Interstate Television Corp. has been 
named distributor of two new ani- 


mated film series—Snip and Snap 





and Foo Foo, both created by Halas 
and Batchelor. 
sists of 26 episodes. 


Each program con- 
The first is de- 
signed for the children’s market, and 
the second is described as an adult 
cartoon. Snip and Snap is said to 
feature three-dimensional animation 


with stop-action photography. 


PERSONNEL ... 
Alan D. Courtney, 
program administration, NBC-TV, has 


vice president, 





joined MCA TV as vice president, 


national sales. Mr. Courtney had been 
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12 episodes} 
both at 9pmrT 





with NBC-TV since 1947, serving in 
such posts as vice president, night- 
time programs, administrator for par- 
ticipating programs and executive 
producer of The Steve Allen Show 
... Peter G. Robinson and Leon I. 
Mirell have been appointed to new 
posts with Selmur Productions, wholly 
owned _ production 
American 
Theatres, 


subsidiary of 
Broadcasting-Paramount 
Inc. Mr. Robinson, for- 


merly program director and super- 
visor of the company’s two ABC-TV 
daytime shows (Day in Court and 


Morning Court), has been named vice 
president in charge of programs. Mr. 
Mirell joined Selmur when it was 
formed two months ago. He had been 
with MGM-TV in charge of business 
affairs and with the CBS-TV business- 
affairs department. 

Lee Cannon has been named mid- 
west division manager of Television 
Personalities, Inc., in charge of the 
central states syndication of the 
Mister Magoo cartoon series. Mr. 
Cannon was formerly district man- 
ager for TPA and later central di- 
vision manager for Independent Tele- 


vision Corp. . . . David Martin has 
been appointed promotion consultant 
for Snip and Snap and Foo Foo, the 
two new cartoon series being dis- 
tributed by 
Corp. 


Interstate Television 
Look for a major expansion into 
programming by Filmways, Inc., now 


that Rod Erickson has been named 


MR. ERICKSON 


president. With his appointment, 
Martin Ransohoff became chairman 
of the board and chief executive 


officer, while Milton R. Dubin, vice 


president in charge of sales, was 


named to a newly created post of 
senior vice president. Mr. Dubin will 
report to Mr. Ransohoff for tv com- 
mercial sales; Mr. Erickson is re- 
sponsible for all program sales. A 
former executive with Procter & Gam- 
ble, Young & Rubicam, NBC and 
CBS, Mr. Erickson most recently 
handled the possible television sale 
of some elusive Samuel Goldwyn 
features. They are again not avail- 
able for television. 

In a new shuffle of executives at 
MGM-TV John B. Burns, director 
of national sales, has been moved up 
to the newly created post of general 
sales manager, and Robert W. Weit- 
man, production head, will be given 
expanded scope in the over-all opera- 
tion. The two will fill the gap left 
by the sudden resignation of George 
Shupert as vice president of the tv 
division. The former duties of Mr. 
Shupert, it is understood, will now 
be shared between Mr. Burns and 
Mr. Weitman. 

Fenton Earnshaw has been elected 
to the presidency of the tv-radio 
branch of the Writers Guild of 
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America West, following the recall 
of six members of the board of di- 
rectors. Mr. Earnshaw had previously 
held the same post several years ago. 
John B. Lyman has been appointed 
director of broadcast services in 
Hollywood for Foote, Cone & Beld- 
ing, replacing Edmund L. Cashman, 
who died suddenly last month. Mr. 
Lyman has been a production super- 
visor with the agency since 1956. 
Guild, Bascom & Bonfigli has 
named Sam Pierce to the newly 
formed post of director of tv pro- 
grams. Mr. Pierce previously had 
been a vice president of Ruthrauff 
& Ryan, as well as west-coast office 
manager for Lennen & Newell. 


SALES ... 


California National Productions’ 
Pony Express has been sold in more 
than 150 markets. Most recent sales 
include the following: KREM-TV 
Spokane; WLBz-Tv Bangor; KDAL-TV 
Duluth; wTae Pittsburgh; KLIXx-TV 
Twin Falls, Idaho; watv Charlotte; 
KCKT-TV Great Bend, Kan.; wWcyB-TV 


Bristol, Va.; Koox-tv Billings, 
Mont.; KNDO-Tv Yakima, Wash.; 
KVAL-TV Eugene, Ore., and WMCT 
Memphis. 

Episodes of Ziv-UA’s Space and 
Challenge were sold in 52 markets 
in one recent week by the company’s 
Economee division. . . . Ziv-UA’s re- 
search department has found that 
home-building advertisers constitute 
a significant sponsor group in syndi- 
cation today. They represent more 
than $500,000 in program purchases 
from the distributor. 

Seven Arts Associated reports that 
the first eight station sales of its 40 
Warner features have brought in a 
gross of $500,000. The eight stations 
and their markets are: KSD-TV St. 
Louis: wwLpP Springfield; WBEN-TV 
Buffalo; KONO-TV San Antonio; woc- 
TV Davenport; wtvH Peoria; wTvP 
Decatur, and wtvt Tampa. . . 
United Artists Associated reports an 
additional 18 sales of its features 
and cartoons in a recent one-week 
sales period. 

Sales of more than $1 million have 


been chalked up on The Dayton Allen 


Show, according to Burt Rosen, gen- 
eral manager of the distributing cor- 
poration. The series of 314-minute 
episodes starring the comedian and 
taped at Kcop Los Angeles has re- 
portedly been sold in more than 40 
markets. 

A package of 26 United Artists’ 
features, all but one released theatric- 
ally since 1956, has been purchased 
by KHJ-TV Los Angeles. Additionally, 
14 pre--48 Warner Bros. pictures 
were acquired by the station, the 
principal feature-programming one 
in the area. 

KNxT Los Angeles has bought a 
package of 16 post-1948 features be- 
ing distributed by NTA. Originally 
produced by 20th Century-Fox, most 
of the pictures in the group were 


high-budget films. 


COMMERCIAL CUES ... 

As far as Videotape Productions of 
New York is concerned, “the break- 
through for tape commercials is 
definitely behind us. We are experi- 


encing the biggest sales boom in our 


2l-month history. September set a 





new sales record, October was even 
bigger, and our studios are booked 
solid for November—including Satur- 
days and Sundays.” The speaker is 
John B. Lanigan, vice president and 
general manager of the concern. 
William E. Huston has been ap- 


pointed vice president in charge of 


MR. HUSTON 


tv commercials sales for Transfilm- 
Caravel, Inc. Mr. Huston was for- 
merly director of international sales 


at Filmways, and before that served 
as sales and promotion manager for 


MPO. . . . The WOR Recording Di- 


its corporate name to RKO Sound 
Studios. 

Klein/Barzman, a new commer- 
cials production house, has been es- 
tablished by Bob Klein and Alan 
Barzman in Los Angeles. Offices are 
located at 706 North La Cienega 
Blvd. . . . Expanded quarters have 
been acquired by Parapic Service 
Corp., commercials production com- 
pany founded by James H. Chapin 
six months ago. Located at 5318 Mel- 
rose Ave., Hollywood, facilities in- 
clude a completely equipped sound 
stage. Parapic has completed more 
than 60 one-minute spots since its 
recent formation. 

Doubling of studio facilities has 
been accomplished by Playhouse Pic- 
tures with acquisition of adjacent 
property and an outlay of $75,000 
for renovation and expansion. Pur- 
chase of a new Acme camera brings 
the company’s total of animation 
cameras to three. . . . Animation, 
Inc., has completed more than 80 
episodes of its Q.7. Hush entertain- 
ment series of 314-minute episodes. 
The program, being distributed by 


M&A Alexander, Inc., has been sold 


in more than 50 markets. 


MCA FINANCES 

The best financial year in the his- 
tory of MCA has been indicated by 
Jules C. Stein, chairman of the board. 
Gross for the first nine months of 
1960 was $9,251,356, compared with 
$7,212,033 for the same period last 
year; net income climbed from 
$3,496,333 to $4,484,073, equivalent 
to $1.11 per share. 


Film Commercials 


ALL-SCOPE PICTURES, INC. 


Completed: Pillsbury Co. (biscuits), 
Campbell-Mithun; Pillsbury Co. (cake 
mix), Burnett; Lucky Lager Brewing Co. 
(beer), McCann-Erickson; Bristol-Myers 
Co. (Bufferin), Y&R; Standard Oil Co. of 
California (Methyl gas), BBDO. 


FORMAT FILMS, INC. 

Completed: General Time Corp. (West- 
clox), BBDO: Dreyfus & Co. (investment), 
Doyle Dane Bernbach. 

In production: Standard Oil Co. of Indiana, 
D’Arcy; Carling Brewing Co. (Stag beer), 
Weiss; S. C. Johnson Co. (wax), NL&B. 


GRAY & O’REILLY 


In production: DeLuxe-Reading Co. (toys), 
Zlowe; Revere Copper & Brass, Inc. (cook- 
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Advertising Directory of 


SELLING COMMERCIALS 





Admiration Coffee * Clay Stephenson & Assoc. 





ANIMATION, INC., Hollywood 






Detroit Bank & Trust * Ross Roy BFS & D 


— 


RAY PATIN PRODUCTIONS, Hollywood 





Brillo * J. Walter Thompson 





E. |. Du Pont de Nemours & Co., Inc. * BBDO 





KLAEGER FILM PRODUCTIONS, INC., New York 





Carters Pills © Ted Bates 





FILMEX, INC., New York 


Fletcher’s Castoria * Brown & Butcher 








HFH PRODUCTIONS, INC., New York 





Chesterfield * McCann-Erickson 





GROUP PRODUCTIONS, INC., Detroit 





Ford Dealers © J. Walter Thompson Co. 





ANIMATION, INC., Hollywood 


ing utensils), Adams & Keyes: General 
Cigar Co. (white Owl & Robert Burns 
cigars), Y&R; Minute Maid Corp. (Snow 
Crop), KHCC&A; Block Drusz Co., Inc. 
(Nytol), SSC&B:; Remington-Rand (elec- 
tric shavers), Y&R. 


HUNN, FRITZ, HENKIN 
PRODUCTIONS, INC. 

Completed: Lever Bros. (Good Luck), 
OBM; General Mills, Inc. (O-Celo), D-F-S: 
Sterling Drug, Inc. (Fletcher's Castoria), 
Brown & Butcher: Best Foods Co. (Nucoa), 
D-F-S; Brille Mfg. Co. (Brillo), JWT: 
Wise Co. (potato chips), Lynn; American 
Machine & Foundry (various), C&W: Peter 
Paul Co. (Chiffon), D-F-S; Advertising 
Council (institutional), direct; B. T. Bab- 
bitt Co. (Charles Antell products), GMM- 
&B; Harvey Publications (program lead- 
ins), direct. 

In production: Procter & Gamble (Comet), 
Compton; Lever Bros. (Good Luck), OBM: 
Charles Hires (root beer), Maxon; Gen- 
eral Mills, Inc. (O-Celo), D-F-S: Sterling 
Drug, Inc. (Fletcher's Castoria, Dr. Cald- 
well), Brown & Butcher; General Electric 
Corp. (appliances), Maxon; Air France 
(institutional), direct; Best Foods Co. 
(Nucoa), D-F-S; Brille Mfg. Co. (Brillo), 
JWT: General Foods Corp. (Sanka), Me- 
Kim; Texaco, Inc. (gasoline), C&W. 


IMAGINATION, INC. 

Completed: Standard Oil Co. (heating oil), 
BBDO; Sano Guard, Inc. (On Guard), Nox 
Cal; Pacific States Sales Co. (Fruit Stik), 
Dawson & Turner: Isotox (Ortho), Me- 
Cann-Erickson; Pacific Telephone & Tele- 
Calif. (Alemite), Roy S. Durstine; Kil- 
patrick’s Bakeries, Inc. (bread), Reinhardt: 
Lucky Lager Brewing Co. (beer), Me- 
Cann-Erickson; Alemite Co. of Nerthern 
graph Co. (service), BBDO: Sunlite 
(bread), BBDO. 

In production: Isotox (Ortho), McCann- 
Erickson: Golden Grain Macaroni Co. 
(Noodle Roni), McCann-Erickson. 


KEITZ & HERNDON 

Completed: Continental Oil Co. (Conoco 
gasoline), B&B. 

In production: Dr. Pepper Co. (Hot Dr. 


Pepper), Grant; Standard Life Insurance 


Co. (insurance), direct: Rich Plan Corp. 
(frozen food), direct: James G. Gill Co., 
Inc. (coffee), Cargill, Wilson & Acree; 


musie! 


to score your films by 
COMPOSED AND RECORDED 
WITH YOUR NEEDS IN MIND 


WRITE TO 

BOOSEY & HAWKES, INC. 
30 WEST 57tn STREET 
NEW YORK 19, N. Y. 

FOR CATALOG AND INFORMATION 
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Campbell-Taggart Assoc. Bakeries, Inc. 
(bread), Bel-Art; Ft. Worth National Bank 
(bankin = services), Glenn; Texasweet Cit- 
rus, Inc. (grapefruit), Glenn; Bank of 
New Orleans (banking), Godwir. 


PAUL KIM & LEW GIFFORD 
Completed: General Electric Corp. (show 
opening), BBDO; Lever Bros. (Handy 
Andy), K&E; Downyflake Frozen Foods 
(wafiles, pancakes), Smith/Greenland; 
Rowntree Candy, Ltd. (Kit Kat), JW-; 
Shwayder Bros. (Samsonite), Grey; Ford 
Motor Co. (Mercury), K&E; Ford Motor 
Co. (trucks), JWT. 

In production: National Biscuit Co. (Na- 
bisco), McCann-Erickson; Campbell Soup 
Co. (soup), BBDO; General Mills, Inc. 
(Trix), D-F-S: Schaefer Brewing Co. 


(beer), BBDO. 


KLAEGER FILM 
PRODUCTIONS, INC. 

Completed: Brown & Williamson Tobacco 
Corp. (Viceroy cigarettes), Bates; Food 
Manufacturers, Inc. (M&M candy), Bates: 
U. S. Rubber Co. (tires), FRC&H; Rem- 
ington-Rand (shaver), FRC&H; General 
Electric Co. (radio), Maxon; E. I. du 
Pont de Nemours & Co. (wall paint), Ayer: 
Chesebrough-Ponds, Inc. (vaseline), Esty; 
Dow Chemical Co. (Saran Wrap, Dow- 
gard), MJ&A; P. Ballantine & Sons (beer), 
Esty; R. J. Reynolds Tobacco Co. (Camel 
cigarettes), Esty; Ideal Toy Co., Grey: 
Consolidated Civar Corp. (Muriel cizars), 
L&N: U. S. Air Force (officer retention), 
MJ&A. 

In production: Ex-Cell-O Corp. (Pure- 
Pac), MJ&A: Lionel Corp. (trains), Grey: 
Colgate-Palmolive Co. (Ad), L&N; E. I. 
du Pont de Nemours & Co. (Acrilan), 
BBDO; E. I. du Pont de Nemours & Co. 
(sales promotion film), direct; Phillips 
Van Heusen Corp. (shirts), Grey: White- 
hall Pharmacal Co. (Dondril), Tatham- 
Laird; Warner-Lambert Pharmaceutical 
Co. (Super Anahist), Bates; Cadillac Mo- 
tor Car Div. General Motors Corp. (cars), 
MJ&A: American Gas Assn., L&N: Dow 
Chemical Co. (Doweard, Saran Wrap), 
MJ&A; R. J. Reynolds Tobacco Co. (Cam- 
els), Esty; Consolidated Cigar Corp. 


(Muriel cigars), L&N. 
NATIONAL SCREEN 


Completed: Reader’s Digest (magazine), 





Create the RIGHT mood every time 
with the 


MAJGR MOOD 
MUSIC LIBRARY 


MAJOR offers you a full twenty hours 
of mood music for titles, bridges, 
backgrounds. 

WRITE FOR FREE CATALOGUE 


THOMAS J. VALENTINO, INC. 


Established 1932 
150 WEST 46th STREET 
New York 36, New York—Cl-6-4675 
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MOTION PICTURE PRODUCTION, 
EDITORIAL and TECHNICAL SERVICES 


F. For Better FILMS 





CREATIVE EDITING AND COMPLETE 
PERSONAL SUPERVISION 


45 West 45th St 
New York 36 


JOSEPH JOSEPHSON 
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Ford Motor Co. © J. Walter Thompson 





| PLAYHOUSE PICTURES, Hollywood 


Kaiser Aluminum * Young & Rubicam, Inc. 





KTTY TAPE PRODUCTIONS, Hollywood 





Gallo Wine * BBDO 





RRR EI 
CONSUL FILMS, INC., Hollywood 








WONDSEL, CARLISLE & DUNPHY, INC., New York 





Geo. W. Helme Co. © KHCC&A 





WILBUR STREECH PRODUCTIONS, INC., New York 


The Los Angeles Times * Donahue & Coe, Inc. 





PANTOMIME PICTURES INC., Hollywood 





Jell-O * Young & Rubicam 





FILMFAIR, Hollywood 





Minneapolis Federal § & L Kerker Peterson Ady. 
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SELLING COMMERCIALS 





Readers Digest * J. Walter Thompson 
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WATIONAL SCREEN SERVICE CORP., New York 


Snow Crop * KHCC&A 





GRAY-O'REILLY STUDIOS, INC., New York 





Red L Foods Corp. * Smith-Greenland Co., Inc. 
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CBS TELEVISION PRODUCTION SALES - TAPE 





Standard Oil Company * BBDO 





AMERICAN TELEVISION ENTERPRISES, Hollywood 





Revlon Berry Bon Bon * Warwick & Legler 
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CBS TELEVISION PRODUCTION SALES - TAPE 





Trans-Lux Television, Inc. 











FELIX THE CAT CREATIONS, New York 





Rexall * BBDO 





f 


Union Carbide (Eveready Batteries) © Wm. Esty 





PELICAN FILMS, INC., New York 
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JWT; Firestone Tire & Rubber Co. (tires), 
Campbell-Ewald; Chicopee Mills, Inc. 
(baby wear), Doyle Dane Bernbach. 

In production: Lever Bros. Co. (Lux 
Liquid), JWT; Chevrolet Motor Div. Gen- 
eral Motors Corp. (cars), Campbell-Ewald; 


S. B. Thomas Co. (bread), MJ&A. 


FRED NILES PRODUCTIONS 
Completed: Standard Oil Co. of Ohio 
(Sohio oil products), McCann-Marshalk; 
Standard Oil Co. of Indiana (oil), D’Arcy; 
Ohio Bell Telephone Co., McCann-Mar- 
shalk; General Motors Corp. (Frigidaire), 
Kircher-Helton-Collette; Lewis-Howe Co. 
(Tums), McCann-Erickson; Montgomery, 
Ward & Co. (outboard motors & boats), 
direct; Chattanooga Medicine Co. (Black 
Draught Laxative), Noble-Dury. 

In production: Ohio Bell Telephone Co., 
McCann-Marshalk; General Electric Co. 
(Hotpoint), Compton; Langendorf United 
Bakeries, Inc., Rogers & Smith; Quaker 
Oats Co. (Aunt Jemima), JWT; Chatta- 
nooga Medicine Co. (Soltice), Noble-Dury; 
Montgomery Ward & Co. (Christmas toys), 
direct. 


PELICAN FILMS, INC. 
Completed: National Sugar Refining Co. 
(Jack Frost sugar), Y&R; Singer Sewing 
Machine Co. (sewing machines), Y&R; 
Nestle Co. (Nescafe), Esty; Union Car- 
bide Co. (Eveready), Esty; General Foods 
Corp. (Jell-O), Y&R; Jackson Brewing 
Co. (Jax beer), DCS&S; United Fruit Co. 
(Chiquita Banana), BBDO; Coca-Cola Co. 
(Sprite), McCann-Marschalk; Colgate- 
Palmolive Co. (Driacol), L&N; Procter 
& Gamble Co. (various), Compton; Crisp, 
Inc. Mfg. (Mimi), Wermen & Schorr; Piel 
Bros. (beer), Y&R; Cities Service (gaso- 
line), Ellington; Union Carbide (Pres- 
tone), Esty; Pharmacraft Corp. (Coldene), 
PK&L: Westinghouse Electric Corp., 
Ketchum, MacLeod & Grove; Consolidated 
Cigar Sales Co., Inc. (Dutch Masters), 
EWR&R; Armour & Co. (pork sausage), 
Ayer. 

In production: Armour & Co. (meat prod- 
ucts), Ayer; Jackson Brewing Co. (Jax 
beer), DCSS; Chesebrough-Pond’s, Inc. 
(Pertussin), Compton: U. S. Steel Corp., 
BBDO: General Foods Corp. (Birdseye), 
Y&R: Ceribelli & Co. (Brioschi), Elling- 
ton; Sealtest Foods (ice cream, Vege-Dill), 
Ayer; Ceca-Cola Co. (ecoke), MecCann- 
Erickson; Jantzen, Inc., Hockaday; Gen- 
eral Cigar Co., Inc. (Robert Burns), Y&R; 
Scott Paper Co. (Soft Weve), JWT; 
Charles E, Hires Co. (root beer), Maxon; 
Jos. Schlitz Brewing Co. (beer), JWT. 


WONDSEL, CARLISLE 

& DUNPHY 

Completed: General Electric Corp. (ap- 
pliances), Y&R: Monarch Wine Co. (Mani- 
schewitz), Grant: American Machine & 
Foundry Co. (sporting equipment), C&W; 
Lever Bros. (Vim), OB&M: General Foods 
Corp. (Birdseye baby food), B&B. 

In production: American Machine & 
Foundry Co. (sports equipment), C&W; 
Look magazine (promotion), McCann- 
Erickson; American Red Cross (promo- 
tion), Y&R: J. A. Folger Co. (instant cof- 
fee), C&W: Bristol-Myers Co. (Ban), 
OB&M. 








RENTAL SOUND STAGE 
Completely soundproof. Fully equipped. 25 feet 
by 55 feet with 22 foot ceiling. Heavy-duty 
intake & exhaust blowers. 100% fireproof. 600 
amps !10v AC power. 220v 3-phase for cameras. 
Rental includes available set materials includ- 
ing 100 running feet of wall flats, window flats 
and door flats. Sets, props, crews, and special 
equipment arranged for. 

NEW YORK STUDIOS, INC. 
354 West 45th Street. New York 36, N. Y. 
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Newsfront (Continued from 32) 


where mass media come in. 

The bureau described a test which 
was made comparing the effect of 
print ads with ads on television. The 
Savings Bank Association of New 
York State used newspapers, supple- 
ments and regional magazine editions 
to put across its idea of banking. In 
the test with TvB, Benton & Bowles 
spent an equal amount of money in 
television. The results were that con- 
sumer awareness of the advertising 
was higher for television and that the 
ability to cite specific copy points 
was 156 per cent higher for the tv 
presentation. 

TvB called television of an in- 
trusive nature which brings a mes- 
sage to people who should be aware 
but won’t make the effort. “If you 
are more interested in your product 
than the public is,” said the bureau, 
“perhaps this intrusive power pro- 
vides the answer.” 

It was pointed out at the presenta- 
tion that both advertising and televi- 
sion, because of their conspicuous- 
ness, are easy targets for critics. 
Most critics say that people are 
forced to buy things they don’t want. 
If advertising is to be blamed, said 
TvB, it should be blamed for not 
sparking discontent enough to lead 
people to action. 

The presentation concluded by em- 
phasizing the need for advertising. 
“Mass awareness is the key to mass 
production, and mass awareness can 
come only from mass communica- 
tion.” With the dramatic growth in 
population, there will be an ever in- 


creasing need to reach the public 
with the most effective advertising 
through the most effective medium. 
The TvB presentation was given 
before some 2,000 members, adver- 
tising and agency executives and 
other invited guests in the Grand 
Ballroom of the Waldorf-Astoria. 
Script and direction were under the 
supervision of Mr. Huntington. 


Guess Who? 

It may becoming monotonous, but 
the American Research Bureau’s Sep- 
tember survey of the best-liked tele- 
vision commercials once again re- 
ports Hamm’s beer in first place by 
a wide margin, making the fifth 
consecutive month that the brew has 
topped the list. Piel’s beer advanced 
to the runner-up spot, and Ford took 
third-place honors, moving into the 
top three for the first time in over 
a year. 

The only newcomer to the survey 
was Jax beer, making its debut in 
the 15th notch. Three favorites 
bounced back on the latest ARB 
tally after failing to place on the list 
for many months. These were Gen- 
eral Electric, in 17th place after a 
five-month absence; Wrigley’s gum, 
in 10th position, last appearing on 
the poll in January, and Alka-Seltzer, 
in the 18th spot, missing from the 
roster since July of 1959. 

Advances from last month’s stand- 
ing, in addition to Piel with its move 
from third to second, and Ford, which 
jumped from sixth place in August 
to third in September, were made by 
L&M cigarettes, coming up from 10th 
to ninth; Texaco, climbing from 16th 
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to 12th; Dodge, gaining one position 
to rank 13th this time; Chevrolet, 
advancing from 19th to 14th; Ballan- 
tine, moving up one to secure 15th 
position, and Snowdrift, gaining one 
place to rank 18th. Fourteen of the 
20 commercials named in the August 
poll retained their popularity and 
were listed again in the latest survey. 

The monthly best-liked tv com- 
mercial study is based on ARB’s Tv- 
National Report. Results were tabu- 
lated from diaries placed during the 
week of Sept. 12-16, in which each 
diarykeeper noted his favorite tv com- 
mercial for the survey week. As al- 
ways, these listings do not attempt to 
measure audience size or effective- 
ness, but indicate only a preference 
for the commercial. 

Best-Liked Tv Commercials 
Based on ARB’s National Diary Sample, 
Sept. 12-16, 1960 

Rank Commercial and Agency 

1. Hamm—Campbell-Mithun 

2. Piel—Young & Rubicam 

3. Ford—J. Walter Thompson 

1. Johnson’s baby powder—Young & 
Rubicam 

5. Burgermeister—BBDO 


6. Mr. Clean—Tatham-Laird 
(Continued on page 44) 


Advertising Directory 


of TV SERVICES 


FILM EQUIPMENT 








S. 0. $ CINEMA SUPPLY CORP. 


New York City: 602 West 52nd Street, Plaza 7-0440 
Hollywood, Calif.: 6331 Hollywoed Bivd.. HO 7-2124 
SALES + LEASING + SERVICE 
The world's largest source for film production 
equipment: Animation, Producing, Lighting, 

Processing, Recording, Projection, etc. 
Send tor our huge 34th year Cataleg on your 
letterhead to Dept. N. 











CAMERA EQUIPMENT CO., INC. 
315 West 43rd Street, New York 36, N. Y. 
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S/G (Continued jrom page 29) 


he adds, “After the pre-campaign con- 
ferences and discussions there is no 
mental intervention in the artist’s 
work, both art and copy.” This point 
is seconded by art director Arthur 
Kugelman. “There is a great respect 
at Smith/Greenland for each indi- 
vidual’s area. The agency has a 
healthy atmosphere no — stifling, 
squeezing or interference in our 


work.” 


Problem Decides 


Another member of the old guard 
avant garde is Gerald Charm. Mr. 
Charm, who cast his lot with Mr. 
Smith nine years ago at the Martin 
L. Smith Co., is now a vice president 
and art director at S/G. Having re- 
cently returned from a four-week sur- 
vey of the European advertising in- 
dustry in six countries, Mr. Charm 
points out the agency’s philosophy on 
the art/copy approach toward each 
product. “No product dictates the 
amount of art or copy in an ad or a 
commercial. It is each problem in a 
campaign that decides the amount of 
art or copy. Admittedly, the product 
sometimes dictates in that you must 
tell a lot about it, e.g., a pharmaceu- 
tical product. But there is no set 
standard as to which triggers more 
selling, art or copy.” 

This all-round approach, plus the 
extras which S/G demands from its 
men. dovetails with the service which 
the agency feels it should give the 
clients. “We’re on beat,” Leo Green- 
land asserts. “We gear our ads to 
break through the sound barrier 
clogged by millions of other commer- 
cial messages. Clients want excitement 
and are willing to leave the path of 
mediocrity. But,” he maintains, “it is 
the agency’s responsibility to show the 
client what can be done, how it is to 
be done, and what the results should 
be—to go beyond the call of duty.” 

As a service to one of its clients, 
Continental Enterprises, Inc. (Whiz), 
S/G organized the firm’s sales crew, 
designed the packaging and arranged 
sales demonstrations, cost of market- 
ing the new product, warehousing and 
insurance. 

Packaging is another area_illus- 
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trating S/G creativity. “In five years 
most packaged goods in food, drug, 
hardware and variety stores will re- 
flect our present thinking,” Mr. 
Greenland prognosticates. Downy flake 
Foods, Inc., is one of S/G’s trumps in 
packaging. Called the reflection pack- 
age, it has the face of a happy, healthy 
child — eagerly anticipating the 
Downyflake product — reflected on a 
toaster. This package, fortified by 
heavy advertising on children’s pro- 
grams, “is a bold marketing departure 
for frozen foods,” Mr. Greenland 
states. “Through our in-depth research 
we realize the fact that these products 
have an impact appeal on children 
who influence adults’ buying habits.” 

The agency’s line of clients fur- 
nishes part of Mr. Greenland’s antique 
seventeenth - century office. Opposite 
his desk he has a general store set-up 
displaying his clients’ goods. And 
their commercials he watches via a 
remote-control tv set. 

An advocate of tape commercials, 
Leo Greenland vouches for tape’s big 
future in television advertising. “I 
don’t believe people in advertising 
really know the benefits of tape. It 
gives better fidelity, a clear steady 
picture, instant service, and in most 
cases it is more economical than film 
commercials.” S/G has plans for tape 
besides “being the first to put anima- 
tion into tape on our Farm House 
Products advertisement.” The presi- 
dent says “There will be a good deal 
of talk about a commercial to be pre- 
miered in the beginning of 1961.” 

Although humor characterizes part 
of S/G video commercials, Mr. Smith 
adds that “we use dramatics besides 
humor. On tv we express most of our 
ideas graphically. We like to think in 
visual images and symbols.” This as- 
pect, Mr. Smith feels, ties up with the 
impact of some foreign films. “There 
are many new and unexplored means 
in advertising,” he forecasts, “espe- 
cially in the art and copy area. Influ- 
encing these openings are the novel 
techniques in foreign films.” 

Mr. Kugelman, designer of the 
Downyflake package, finds the foreign 
element promoting the food industry 
and its advertising as well. “Eating 
has become more fun and exciting 
now with the availability of foreign 


foods in frozen or canned goods. This 
exotic flavor should be carried into 
advertising, in presenting the product 
and picturing it attractively.” 

This creative approach does not ap- 
ply merely to producing a commercial 
or advertisement at S/G but to placing 
one. Les Towne, media director, be- 
lieves “too many advertisers want 
audience quantity instead of quality. 
They place a digestible food product 
in a high-rated action-packed show, 
sacrificing quality for numbers. When 
an audience is emotionally keyed up, 
it is not ready to absorb food adver- 
tisements. “A food product,” Mr. 
Towne maintains, “should be placed 
in or adjacent to a dignified program. 
For instance, we placed one of our 
products between Dobie Gillis and 
Father Knows Best—relaxed family- 
type shows where the viewer is not 
stimulated or excited. And the result 
was a 95-per-cent boost in the client’s 
sales. 


Every Buy Good 

“Contrary to some of our larger 
colleagues,” Mr. Towne continues, 
“an agency our size must make every 
buy a good buy. Every dollar must 
count.” One of S/G’s creative bonanza 
buys resulting from research and fore- 
sight—a break from traditional tech- 
niques — occurred during telecasting 
of last summer’s Olympic games in 
Rome. On this program the agency 
scheduled one of its major food 
clients, as opposed to the usual razor- 
beer-cigarettes-automotive concentra- 
tion on sports events. 

“The telecast of the winter Olympics 
at Squaw Valley attracted an un- 
usually high female audience. As a 
matter of fact, according to Nielsen,” 
Mr. Greenland explains, “more women 
watched the winter Olympics than 
men. Then again, public interest in 
the intense competition between the 
United States and Russian teams made 
the 1960 Olympics considerably more 
powerful an advertising medium than 
just another sports event—or even the 
Olympic games of the past.” 

Mr. Smith predicts an $8-million 
billing for 1961 and greater creative 
accomplishments in his agency. His 
co-chief, Mr. Greenland, sees an even 
brighter future ahead, with yearly 
billings running into eight figures. 
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Wall Street Report 


ELECTION AFTERMATH. The ad- 
vent of a new administration is always 
presumed to hold portentous develop- 
ments for the security markets, Conse- 
quently, securities seers and forecast- 
ers have rushed forward to prognosti- 
cate on the significance of the elec- 
tion of Senator John F. Kennedy to 
the Presidency. 

One common assumption has been 
that the election of any Democrat 
would be inflationary and that it 
would touch off a heavy shift of capi- 
tal from the fixed yield of bonds to 
the comparative freedom of common 
shares. Obviously the rally of the mar- 
ket in the days immediately follow- 
ing the election encouraged such theo- 
ries. In many quarters there has been 
a quick rationalization of the mar- 
ket’s action. It is now said that Mr. 
Kennedy is not going to be as strong 
an advocate of liberal spending poli- 
cies as was indicated in the course of 
his election campaign. The influence 
of such advocates of “public sector 
spending” as Kenneth Galbraith and 
Arthur Schlesinger is now reported to 
be waning or indeed never to have 
been very strong. 

Finally, it is argued that the nar- 
rowness of the popular-vote margin 
by which the Senator won prevents 
his victory being interpreted as any 
clear mandate to proceed with some 
of his more extreme suggestions in the 
social-welfare field. Particularly so 
since the strength of the liberal Demo- 
crats in Congress was shaved, not 


strengthened. 


ECONOMIC CLIMATE. These theo- 
ries may or may not have some valid- 
ity. The only well-tested premise 
about stock-market activity that can 
be stated with any degree of confi- 
dence is that when everybody decides 
that such-and-such is going to happen 
—look out! It would be well to re- 
member that after the inauguration of 
Dwight D. Eisenhower, representing 
interests definitely friendly to the busi- 
ness and financial community, security 
prices continued to sag for 10 months. 


And during President Truman’s post- 


war reign—a period of inflation, with 
goods hard to get and under-the-coun- 
ter payments a common experience- 
stock prices made no spectacular up- 
ward surge. True, later in the admin- 
istrations of both Presidents stock- 
market prices staged powerful drives 
—but not until investor attitude had 
crystallized and a feeling of canfi- 
dence about the economic climate had 
been confirmed. 

The market advance following the 
1960 elections could be attributed, 
among other things, to so simple a 
factor as the removal of doubt. Emo- 
tion plays a strong part in any de- 
cision, and investors hate to be in 
doubt as to what is going to happen. 
For weeks prior to the election the 
polls were indicating a Kennedy vic- 
tory but by a margin so narrow that 
it could be easily upset. That factor 
alone was enough to make investors 
wary about their approach. Now they 
know, and some of them feel confident 
enough to calculate the type of eco- 
nomic climate that a Democratic ad- 
ministration will bring about to com- 
mit their capital. It’s that elementary. 

But that is the initial reaction. Now 
they will have to proceed to a deeper 
analysis. Unless there is a pick-up in 
the general economy, joblessness at 
the end of November will stand at 
four million and possibly over five 
million by the end of January. An in- 
crease in unemployment will be fol- 
lowed by a drop in consumer spend- 
ing, and when that happens the fear 
























of a serious decline to follow begins 


to create a momentum of recession. 


CORPORATE PROFITS. Couple this 
potential trend with the undeniable 
fact that corporate profits are already 
declining — although corporate divi- 
dend pay-outs for 1960 will be at or 
above record levels—and there’s no 
reason to believe corporate profits will 
improve within the next six months. 
In fact, these two economic develop- 
ments may act as more of a brake on 
bold economic moves by the new ad- 
ministration than any advice or coun- 
sel it may receive from far left, far 
right or middle-of-the-road advisers. 
Indeed, Senator Kennedy during his 
campaign freely predicted an eco- 
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aomic slump, and it is here. The 
length and depth of the event are 
argued. But that it will be with us at 
least until the early spring seems in- 
evitable. 

Then the only question remaining 
is whether the market pick-up follow- 
ing the election is in reality forecast- 
ing a pick-up of substance in the 
spring or early summer. The answer 
is no. By all the charts and indexes 
on which the Wall Street forecasters 
rely no such signal has been given. 
Instead it is contended that the post- 
election advances will flatten out early 
in December, and then a decline of 
unknown depth will set in. Beyond 
that no strong evidence is at hand. 

And for the benefit of those who 
feel that it is important to know the 
economic inclinations of the next 
President, there’s a little-known fact 
of history that might give a clue. 
Back in 1957 Congress was revising 
the method by which it budgets for 
and appropriates amounts to be spent 
by the Executive branch. One of the 
biggest headaches has been the in- 
ability of Congress to determine the 
amount exactly because appropria- 
tions made in a preceding year are of- 
ten never expended because of a delay 
and pile up. Congress then found it- 
self appropriating new amounts for 
new projects that could have been 
paid for with the funds from other 
delayed or abandoned projects. 

Senator Kennedy spearheaded a 
drive to introduce accrual accounting 
into the Government’s program so 
that Congress would always know 
what was needed and when. In doing 
so, he made it clear that the change 
in methods “would be a major step 
forward in bringing about greater 
fiscal efficiency, more businesslike 
management and, I believe, reduc- 
tions in Federal spending.” 
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Newsfront 


(Continued from 41) 


7. Brylereem—Kenyon & Eckhardt 

8. Falstaff—Dancer-Fitzgerald-Sample 
9. L&M—Dancer-Fitzgerald-Sample 
10. Wrigley—Meyerhoff 

ll. Kellogg—Leo Burnett 

12. Texaco—Cunningham & Walsh 
13. Dodge—BBDO 

14. Chevrolet-—Campbell-Ewald 

15. Ballantine—Wm. Esty 

15. Jax—DCS&S 

17. General Electric—Young & Rubicam 
18. Alka-Seltzer—Wade 

18. Snowdrift—Fitzgerald 


Dimensions of Time 


Breaking down broadcast time into 
the dimensions of circumference, 
breadth and depth, William E. (Pete) 
Matthews, a vice president of Young 
& Rubicam, Inc., and director of the 
agency's media relations and pian- 
ning, called upon tv and radio execu- 
tives to revise drastically their broad- 
cast schedules to avoid over-com- 
mercialization. 

Addressing the Association of 
Broadcast Executives of Texas in 
Dallas recently, Mr. Matthews de- 
clared that the “rigid circumference” 
of time—‘“the 24 hours of each day 
cannot be expanded one second, nor 
can a station add a 61st minute to 
any hour’—imposes a scarcity upon 
the program and advertising time a 
station has to sell, particularly in the 
periods of highest signal reception. 
“Meeting the advertising demand . . . 
has often taxed the ingenuity of sta- 
tion owners beyond the restraints of 
conscience,” he said. “The tempta- 
tion to squeeze in a little here or to 
pare off a bit of network program 
there for an extra local announce- 
ment has too frequently been more 
than could be resisted.” 

“Time’s second dimension may be 
called breadth,” said Mr. Matthews, 
“by which we mean audience cover- 
age—the number of viewers reached 
at any given time by a transmitted 
signal.” And the third dimension, ac- 
cording to the Y&R executive, is 
“depth”—the “communicative values 
television and radio represent—how 
deeply and impressively they move 
into the human consciousness.” 

Mr. Matthews believes that the pro- 
fusion of advertising that has re- 
sulted from a lack of consideration of 
these dimensions “is resented by the 
viewers and disruptive of good pro- 


gramming . . . triple-spotting at sta- 
tion breaks has become quadruple, 
and with closing and opening com- 
mercials a sequence of five or six 
announcements is fired at the audi- 
ence without explanation or apology. 
Several shorter spots—ID’s and 20's 
—crowded together in the time ap- 
propriate for one or two longer ad- 
vertisements become a confused com- 
petition for attention, destroying the 
value of all.” 

He proposed that location and 
length of station breaks should be 
studied in relation “to the total pro- 
gram continuity to determine the most 
congenial mixture of advertising and 
entertainment possible,” and urged 
station owners to organize their time 
segments “into a psychologically ef- 
fective sequence of program and an- 
nouncement.” 

Claiming that while his proposal 
might mean a pattern quite different 
from the present one, Mr. Matthews 
stated that “a medium as_ powerful 
as television should not be resigned 
to the current situation.” 








Warren J. Boorom has been named 
director of advertising and promotion 
for the Metropolitan Broadcasting 
Corp., it has been announced today 
by John W. Kluge, president and 
chairman of the board of the cor- 
poration. Metropolitan Broadcasting 
stations include WNEW-TV New York 
City, wttc Washington, Kovr Stock- 
ton, wWTvH Peoria, wtvp Decatur, 
wip Philadelphia, wHk Cleveland and 
the World Wide Broadcasting System. 
Mr. Boorom was with the Radio Ad- 
vertising Bureau as vice president and 
director of member service. Before 
that he was with WTOP-TV-AM-FM 
Washington as director of advertising 
and promotion, 
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Nighttime Index 


Adventures In Paradise ARC M 9:30 
Cluett Peabody, DuPont, J. B. 
Williams, Whitehall, L&M, Nox- 
zema 

Alcoa Presents ABC Tu 10 

Andy Griffith CBS M 9:30 

Angel CBS Th 9 

Ann Sothern CBS Th 9:30 

Armstrong Circle Theatre CBS W 10 

Bachelor Father NBC Th 9 

Barbara Stanwyck Theatre NBC M 10 

Bat Masterson NBC Th 8:30 

Bonanza NBC Sat 7:30 

Bringing Up Buddy CBS M 8:30 

Bugs Bunny ABC Tu 7:30 

Candid Camera CBS Sun 10 

Checkmate CBS Sat 8:30 
Brown & Williamson, Lever, Kim- 
berly-Clark 

Chevy Show NBC Sun 9 

Cheyenne ABC M 7:30 
R, J. Reynolds, Peter Paul, P&G, 
Ralston, Union Carbide, Bristol 
Myers, Dow, AC Spark Plug, 
Coleman 
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Danny Thomas Show CBS M 9 

Dan Raven NBC F 7:30 
Dow Chemical, Colgate, Stude- 
baker, Pan Am. Coffee, Mentho- 
latum, Beechnut Life Savers, 
Mogen David, Simonize 

Dante NBC M 9:30 

Dennis the Menace CBS Sun 7:30 

The Deouty NBC Sat 9 

Dobie Gillis CBS Tu 8:30 

Donna Reed ABC Th 8 

The Ed Sullivan Show CBS Sun 8 

Ernie Kovacs’ Take A Good Look 

ABC Th 10:30 

Expedition ABC Tu 7 

Eyewitness to History CBS F 10:30 

Face The Nation CBS M 10:30 

Father Knows Best CBS Tu 8 
Bristol Myers, Kellogg, Scott 

Fight of the Week ABC Sat 10 

G. E. Theatre CBS Sun 9 

Garry Moore Show CBS Tu 10 
Plymouth, Polaroid, S. C. Johnson 

Groucho Marx NBC Th 10 
Lorillard, Toni, Gold Seal 


Hitchcock 


NBC Specials 
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News News News News 
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Guestward Ho! ABC Th 7:30 
Gunsmoke CBS Sat 10 
Harrigan & Son ABC F 8 
Have Gun, Will Travel CBS Sat 9:30 
Hawaiian Eye ABC W 9 
Carter, Whitehall, Amer. Chicle, 
Ritchie, Oldsmobile, Colgate 
Hennesey CBS M 10 
Hong Kong ARC W 7:30 
Ritchie, Kaiser, Armour, Derby 
Hitchcock Presents NBC Tu 8:30 
The Islanders ABC Sun 9:30 
L&M, J. B. Williams, Warner 
Lambert, United Motor, Brillo 
I've Got A Secret CBS W 9:30 
1 Love Lucy CBS Sun 6 
Jack Benny Program CBS Sun 9:30 
Jack Paar NBC M-F 11:15 
Jackpot Bowling NBC M 10:30 
John Daly & News ABC M-F 6 
Klondike NBC M 9 
Kraft Music Hall NBC W 9 
Laramie NBC Tu 7:30 
Colgate, Pitt Plate Glass, Pee- 
stone, Pan Am. Coffee, Dow, 
Brown & Wmsn, Beechnut Life 
Savers, Simonize 


Aquanauts 


Wanted—Dead 
Ozzie & or Allve 
Brown and 
Williamson 
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Lassie CBS Sun 7 

Lawman ARC Sun 8:30 

The Law and Mr. Jones ABC F 10:30 
The Lawrence Welk Show ABC Sat 9 
Leave It To Beaver ABC Sat 8:30 
Loretta Young Show NBC Sun 10 
Love & Marriage NBC M & 

Make That Spare ABC Sat 10:30 





Ernie Kovacs June Aiteen 


Take A Good 
Look Show 
Dutch Master Dupont 


Cigars 





National 
NBC S$ 
New Co 
News CB 


Man From Interpol NBC Sat 10:30 
Markham CBS Th 9:30 
Matty’s Funday Funnies ARC F 7:30 
Maverick ABC Sun 7:30 
Reynolds, Armour, Kaiser, Derby, 
Noxzema 
Meet the Press NBC Sun € 
Michael Shane NBC F 10 
DuPont, Oldsmobile, 
Glass 
Mr. Garland CBS F 9:30 
Mr, Lucky CBS Sat 9 
My Sister Eileen CBS W 9 
My Three Sons ABC Th 9 
Naked City ABC W 10 
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Bristol Myers, Brown & Wmsn. Pete & 
Sunbeam, Dow, Shawayder, A( Peter G 
Spark Plug, Derby Peter 












: When participating programs and other programs have more than two 12/12 Bob Hope Buick Show 9:30-10:30; 12/18 Dow Hour of Great 

Notes: sponsors, names of sponsors appear with alphabetical listing below chart. Mysteries 10-11; 12/16 Hallmark Hall of Fame 9-10; s 2¢ NBC 

White Paper 10-11; 12/21 Project 20 “‘The Coming of Christ” 8:30-9; 

": 12/7 Belt & Howell Close-Up! 10-11; 12/9 Bell & Howell a - mle a 

chose. Us! 10:30-11; 12/10 Pop Warner Championship Football Game eee ee Ot x Sr Er Geen eas 
, 12/25 Christmas Special 10:30-11; Sun Walter Winchell Stews 12:35. 

NBC: 12/2 Eqvitable’s Our American Heritage 9-10; 12/4 Child CBS: 12/11 Wizard of Oz 8; 12/17 Blue Bonnet Bowl Game; 12/25 

Guidance Foundation 10-11; 12/6 Some Comic Relief 9-10; 12/8 Peter Leonard Bernstein and the New York Philharmonic 5-6; 12/31 Gator 
12/9 Bell Telephone Hour 9-10; 12/11 Omnibus 5-6; Bow! Game, 
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National Velvet NBC Sun 8 
NBC Specials Tu 10 
New Comedy Showcase CBS M 10 


Play Your Hunch NBC F 9 
The Price is Right NBC W 8:30 
Rawhide CBS F 7:30 


Specials NRC F 9:00 
Stagecoach West ABC Tu 9 
United Motor Service, 


State Ins., Dupont, Beechnut Life 
Savers 


F 10:30 Tom Ewell Show CBS Tu 9 


Brown & 


BC Sat 9 Cones Nabisco, Colgate, Gen. Foods, Wmsn, Miles, Gen, Foods, Ralston To Tell the Truth CBS M 7:30 
8:30 page + A igh ong a Cinta Philip Morris, Bristol Myers, Sunday News Special CTS Sun 11 Twentieth Century CBS Sun 6:30 
dageed itehall, Philip Morris, Carter, Drachett Surfside 6 ABC M 8:30 ; 


Sehlitz 
Outlaws NBC Th 7:30 
E. I. Dupont, Studebaker, Warner- 


Twilight Zone CBS F 10 
U. S. Steel Hour CBS W 10 


Real McCoys ABC Th 8:30 Brown & Wmsn, Pontiac, Cluett 
The Rebel ABC Sun 9 Peabody, Whitehall, Johnson & 


t 10:30 





Lam., Pan Am. Coffee, Gold Seal, 
Colgate, Brown & Wmsn, Ford, 
Beech Nut Life Savers, Mogen 
David, Simonize 

Ozzie & Harriet ABC W 8:30 

People Are Funny NBC Sun 6:30 

Perry Como NBC W ° 

Perry Mason CBS Sat 7:30 
Colgate, Parliament, 
Drackett, Pream 

Person to Person CBS Th 10 
Polaroid, Lanolin Plus, Burling- 
ton Mills, Wander Co., Lanvin 
Parfums 

Pete & Gladys CBS M 8 

Peter Gunn ABC M 10:30 

Peter Loves Mary NBC W 10 


Sterling. 





Red Skelton CBS Tu 9:30 
Rifleman ARC Tu $ 
Riverboat NBC Mon 7:30 
Readers Digest, Gold Seal Wax, 
Block Drug, E. I. Dupont, P&G, 
Norwich Pharmical, Warner- 
Lam., Studebaker, R. J. Reynolds, 
Simonize, Mogen David 
Roaring ‘20's ABC Sat 7:30 
Ritchie, Anahist, Colgate, Am 
Chicle, Derby, Brillo, Carters 
Robert Taylor's Detectives ABC F 10 
Route 66 CBS F 8:30 
Chevrolet, Marlboro, Sterling 
77 Sunset Strip ABC F 9 
merican Chicle, Whitehall. 
Ritchie, R. J. Reynolds 
Shirley Temple NBC Sun 7 


Johnson 
Tab Hunter NBC Sun 8:30 
Tales of Wells Fargo NBC M 8:30 


Tennessee Ernie NBC Th 9:30 


Texaco, Huntley-Brinkley Report NBC 
M-F 6:45 


Esquire 
The Aquanauts CBS W 7:30 
Carter, Lorillard, Vicks, Kellogg, 
General Foods 
The Deputy NBC Sat 9 
The Flintstones ABC F 8:30 
The Nation’s Future NBC Sat 9:30 
The Witness CRS Th 7:3C 
R, J. Reynolds, H. Curtis, Schick, 
Esquire 
This is Your Life NBC Sun 10:30 
Thriller NBC Tu 10:30 


Glenbrook, Am. Tobacco, All 








The Untouchables ABC Th 9:30 
L&M, Armour, Ritchie, Whitehall, 
Sunbeam 

Wagon Train NBC W 7:30 
Reynolds, Ford, National Biscuit 

Walt Disney Presents ABC Sun 6:30 
Gen. Mills, Lauden’s, Bristol 
Myers, Canada Dry, Johnson & 
Johnson 

Walter Winchell Show ABC F 11 

Wanted—Dead or Allve CBS W 8:30 

The Westerner NBC F 8:30 
Warner Lam., Beechnut, Life 
Savers, Mogen David, Simonize 

Winston Churchill — The Valiant 

Years ABC Sun 10:30 

What's My Line CBS Sun 10:30 

Wyatt Earp ABC Tu 8:30 

Zane Grey Theatre CBS Th 8:30 


r of Great 
12/26 NBC 
st’”’ 8:30-9; 
t) “Amahi 
TBA; M-F 


pont, Beechnut Life 


Ritchie, Whitehall, 


W 7:30 

, National Biscuit 

mts ABC Sun 6:30 
Luden's, Bristol 
Dry, Johnson & 


Show ABC F 11 
Allve CBS W 8:30 
$:30 


» Beechnut, Life 
David, Simonize 
1 — The Valiant 

10:30 
CBS Sun 10:30 
Tu 8:30 


CBS Th 8:30 


What a wonderful gift for your family 
and yourself__COLOR T\ by RCA VICTOR! 











It’s““The Gift That Keeps On Giving!” 
It’s entertainment—even education— 
for all your family for years to come. 

The colors are so true and natural 
that the picture is almost three-di- 
mensional. You'll appreciate the new 


The Randolph, a Contemporary lowboy, one of many new RCA Victor Color TV styles. 


tuning ease and the new dependability 


of 1961 RCA Victor Color TV. And 
the prices start at just $495! 

Ask your RCA Victor dealer for a 
demonstration now—Christmas is just 
around the corner! 


You don't know what you're missing ‘til you get new RCA VICTOR COLOR Tv! 


PERRY COMO’S BELL 
KRAFT TELEPHONE BONANZA 
MUSIC HALL 


HOUR 
THE 
DINAH SHORE 
CHEVY SHOW Ss ‘Mek PAR 
sow 


THE PRICE SWIRLEY MEET 


TEMPLE 
1S RIGHT SHOW THE PRESS 


Color seven days a week, every 
week! Over 1000 hours of net- 
work color programs . . . from 
sports to spectaculars! Local sta- 
tions have color shows, too! 


Color plus black-and-white! You 
get both from the same set! 
Whether it’s in color or in black- 
and-white, you’ll see the pro- 
gram you want—beautifully! 


Remote contro! with “‘Complete- 
off!” “Wireless Wizard” lets you 
change channels, adjusts volume 
and color. It’s the onlyremote that Sealed Circuit boards! Labor 
turns the set completely off. 


The Most Trusted Name 

in Television 

RADIO CORPORATION OF AMERICA 
Service is no problem. See local dealer, serviceman, or 
RCA Service Co. Nationally advertised list price shown 


optional with dealer. Prices, specifications subject to 
change without notice. UHF, optional, extra 


MDarraniy ke 


— £5 
Full-year warranty on all parts and 
tubes! Covers even the picture 
tube ! 5-year warranty on Security 


costs are excluded. TMK (s) @ 
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Television Age Network Program Chart—Daytime 


1:45) 


Daytime Index 


*ABC “Operation Daybreak’’ adver- 
tisers 

Adolph’s, A. E. Staley, Alberto- 

Culver, American Cyanamid, Ar- 


mour, Better Vision, Block, Bon 
Ami, Borden, Brillo, Bristol 
Myers, Campbell, Carter’s Little 
Pills, Chemway, Chesebrough- 
Pond’s, Coty, Crackerjack, Dow 
Chemical, Dow Corning, Ex-Lax, 
Filbert (reg.), General Foods, 
General Mills (reg.), Glenbrook 
Labs, Grocery Products, Hartz, 


J. B. Williams, Johnson & John- 
son, Knapp-Monarch, Lever, Miles, 
Minute Maid, Mystik Tape, Na- 
tional Biscuit, Noxzema, Old 
London, Pan American Coffee, 
Peter Paul, Reynolds Metals, 
S. C. Johnson, Sterling Drug, 
Welch, Whitehall 

About Faces ABC M-F 1* 

Adventure Theatre NBC M-F 4:30 

All Star Golf ABC Sat 5 

Amateur Hour CBS Sun 5 


MONDAY-FRIDAY 
ABC cBS 


SATURDAY 


ABC cBS 


SUNDAY 
ABC 








December 


Dough-Re-Mi 
Bride | 


Nabisco 


Video Village 


Morning Court t Love Lucy 


Love That 
Bob 


Clear Horizons | Concentration 


The Texan Love of Life 


part Truth Or 


Consequences 


Search For 
Tomorrow 
P&G 


The Guiding 
Light 


Beat the Clock —— 
ou 
P&G 


1-1:05 
CBS News 


About Faces 





American Bandstand ABC M-F 4 
Armour, Beech-Nut, Gen. Mills, 
Welch, Toni, Northam Warren, 
Vick, Lever, Hollywood Candy, 
Western Tablet, Alberto Culver, 
Stridex, Hazel Bishop 

American Football League ABC Sun 

2:30 
Piels, Gen, Cigar, Sinclair Refin- 
ing, Papst, Colgate, Shick, Car- 
lings, Renault 

As The World Turns CBS M-F 1:30 
Procter & Gamble, Carnation, 
Sterling, Pillsbury, Nabisco, H. 
Curtis, Best Foods, R. T. French, 
Quaker Oats, Vick Chem. 

Beat the Clock ABC M-F 12:30* 

Bowling Show NBC Sat 4:30 

The Brighter Day CBS M-F 4 
Drackett, Armstrong, Vick, Borax, 
Lever 

Camera Three CBS Sun 11:30 

Captain Gallant ABC M 5:30 
Sweets, Gen, Mills, Gilbert 

Captain Gallant NBC Sat 5 








Shari Lewis 


Na b 





Lamp Unto 
My Feet 
sust 





King Leonardo 
| & His Short 








Magic Land 
of Allakazam 
Kellogg 


Subjects 
Gen. M 

- 

| 

| 

| 

| 

| 


a on — 


| 
Mighty Mouse | 
Colgate | 
Nestle | 


Lone Ranger 
Gen. Mills 


UN in 
Action 
(sust) 


an w 


Camera Three 
sust 





Sky King 


Lunch h 
unch wit! Nabisco 


Soupy Sales 
Gen. Foods 


| True Story 
Sterling 





Matty’s 
Funday 


Funnies CBS 


Television 
Werkshep 


sust 





His Friends 


+ 

Rocky and 
| 
+ 


Directions ‘6! 





Captain Kangaroo CBS Sat 10 

CBS News CBS M-F 1 

CBS News CBS Sat 12:30 

CBS News CBS Sun 12:55 

CBS Workshop Sun 12 

Celebrity Golf NBC Sun 5 

Championship Bridge ABC Sun 2 
No, Amer, Van Lines, Shwayder, 
West Bend Aluminum 

Clear Horizons CBS M-F 11:30 
Remington Rand, Borax, Colgate, 
Eastman Kodak, Vick 

College Bow! CBS Sun 5:30 

College Football Scoreboard ABC Sat 

4:45 

College Football Time ABC Sat 4:45 

Concentration NBC M-F 11:30 
Alberto-Culver, Lever, Frigidaire, 
Heinz, Miles, Nabisco, Whitehall, 

5 -Silex, Gen. 

Mills, Thomas Leeming, Simonize 

Day In Court ABC M-F 2* 

December Bride CBS M-F 10 
Eastman Kodak, Vick, Borax 

Detective’s Diary NBC Sat 12:30 





Directions ‘61 ABC Sun 1 

Dough-Re-Mi NBC M-F 10 
Nabisco, Gold Seal, Procter-Silex, 
Thomas Leeming, Sterling, Block, 
Beechnut, Gen. Mills 

The Edge of Night CBS M-F 4:30 
P&G, Sterling Drug, Pet Milk, 
Pillsbury, Nabisco, H. Curtis, 
American Home, Quaker Oats, R. 
T. French, Drackett, Vick Chem 

From These Roots NBC M-F 3:30 


Simonize, Plough, Procter-Silex, 
Gold Seal, Heinz, Beechnut, 
Purex, Lever 


Frontiers of Faith NBC Sun 1:30 

Full Circle CBS M F 2 

Fury NBC Sat 1! 

The Guiding Light CBS M-F 12:45 

Here's Hollywood NRC M-F 4:30 
Colgate, Whitehall, Culver, Toni, 
Beechnut, Gen, Mills, Heinz, 
Mogen David 

House Party CBS M-F 2:30 
Lever, Scott, 


. Chicken 
of the Sea, Kellogg, 


Carnation, 








MONDAY-FRIDAY 


ABC CBS NBC 





As The 


tiers of 
World Turns Fron 





Jen Merce College Foot- 

Day in Court Show ” m.. — 
part Full Circle slew on Carbide NBA 

Willard Stor- Basketball 

age Batteries 


Championship 
National 
League Foot- 
ball Games 
partic. 


— —E—————EE 


sust : D 








NUAA FOOT —— 
ball Games | 
Gillette 
Humble Oil 
Competition 
Motors 


The Loretta 
Young Theatre 


a os 


American 
Football 
League 





Pro Football 
various 
sponsors 


Youngs 
Dr. Malone 


The 
Millionaire 





Who Do You 
Trust 
Dart 


The Verdict From These 
is Yours Roots 


| 
| | 
nies +—- 


The Brighter 
American | _—Day 
Bandstand The Secret 

part (te 5:30) | Storm 


Make Room 
for Daddy 





College Foot- 
ball Scoreboard Bowling 
Gen. Mills Show 
Bristol Meyers 





Here’s 
Hollywood 


The Edge of 
Night 


All Star Golf 
Reynolds 
Metals 





Captain . 
Gallant Funday 
Gen. Mills F 
unnies 
Beechnut M " 
Life Savers 


~) Saturday Prom | 
Beechnut GE College 


‘Ata § $ 
L4fe Savers Rocky and Bowl 


His Friends | Gen. Electric 


| Amateur Hour | 
| J. B. Williams, Celebrity Golf 


Kemper (alt) 


+ 


~~Aetion/- 
Cartoon 
Series 


| Time: Present 
| Kemper (alt) 
| Amer. Photo 
| 
| 





(alt) 




















Pillsbury, Hoover, J, B. Wil- Love That Bob ABC M-F 11:30* Sterling, Brown & Wmson, White- Shari Lewis NBC Sat 10 
liams, Drackett Love of Life CBS M-F 12 hall, Miles, Heinz, Hartz, Gen. Sky King CBS Sat 12 
ex, 1 Love Lucy CBS M-F 11-11:30 American Home Prods, Lever, Mills, Mentholatum, Simonize The Texan ABC M-F 12* 
ck, Lever, Kodak, U. S. Steel, Best Best Foods, R. T. French, Quaker Queen For A Day ABC M 3* Time: Present NBC Sun 5:30 
Foods, Vick Oats, Nabisco, Borax Tne Price is Right NBC M-F 11 True Story NBC Sat 12 


it Could Be You NBC M-F 12:30 Lunch with Soupy Sales ABC Sat 12 Lever, Sterling Drug, Whitehall, Truth Or Consequences NBC M-F 12 


ik, Whitehall, P&G, Alberto-Culver, Magic Land of Allakazam CBS Sat Frigidaire, Heinz, Alberto-Culver, Miles, P&G, Culver, Nabisco, 
tis, Nabisco, Miles, Frigidaire, Heinz, 11 Miles, Mentholatum, Chemstrand, Whitehall, Heinz, Frigidaire, 
R. Thomas Leeming, Mentholatum Make Room for Daddy NBC M-F 4 omas Leeming, Toni, Beechnut Hartz, Beechnut 
‘m Jan Murray Show NBC M-F 2 Heinz, Toni, Procter-Silex, Cul- Pro Football NBC Sun 2 UN in Action CBS Sun 11 
Procter-Silex, Nabisco, Mogen ver, P&G, Thomas Leeming Rin Tin Tin ABC Tu & Th 5:30 . P 
ex, David, Whitehall Matty’s Funday Funnies ABC Sun 5 zen. Mills, Sweets, Gilbert The oe — yang _—— 
ut, King Leonardo & His Short Subjects Mighty Mouse CBS Sat 11:30 Road to Reality ABC M-F 2:30" serie: Riess’ shames. “Shek ane 
NBC Sat 10:30 The Millionaire CBS M-F 3 Rocky and His Friends ABC Sun 12:30 page ond ethos dint 
Lamp Unto My Feet CBS Sun 10 Colgate, Drackett, Vick, Gerber, & 5:30, Th 5:30 aon a . 
Lone Ranger NBC Sat 11:30 Quaker Oats, Scott, Nabisco Gen, Mills, Am. Chicle, Peter Video Village CBS M-F 10:30 
Lone Ranger ABC W 5:30 Morning Court M-F 11:00* Paul Fe — — 4 
5 Gibert, Gen. Mills, Crackerijack, Mr. Wizard NBC Sat 1 NBC ° ocak, ar, sone = 
Am. Home Foods NBA Basketball NBC Sat 2 os — ‘CBS ge Home, Remington Rend pe et 
ni, Look Up and Live CBS Sun 10:30 National League Football Games CBS a Sr m Who Do You Trust ABC M-F 3:30 
nz, The Loretta Young Theatre NBC M-F Sun 2 Saturday Prom NBC Sat 5:30 Young Dr, Malone NBC M-F 3 
2:30 News CBS Sun 11:55 Search For Tomorrow CBS M-F 12:30 Miles, Sterling, Heinz, Culver, 
Frigidaire, Heinz, P&G, Gold News NBC M-F 12:55 The Secret Storm CBS M-F 4:15 Mennen, Plough, P&G, Gold 
ren Seal, Gen. Mills, Toni, Knox Gen. Mills American Home Prods, R. T. Seal, Thomas Leeming, Gen 
on, Gelatin, Simonize, Beechnut Play Your Hunch NBC M-F 10:30 French, Scott, Quaker Oats Mills, Simonize 



























Get the TV Tape System with 























Line of Program Production Equipment 


Free brochure on RCA 
Customized TV Tape 
System is available. See 


your RCA Representative. 


Or write to RCA, 
Dept. NB-278, 


Building 15-1, 
Camden, N.J. 


C 


With an RCA TV Tape System you get equipment that is designed for incorpora- 
tion into a complete package. You get everything you need from one reliable 
source of supply—from cameras to TV tape recorders, including audio, switching, 
and special effects. You obtain equipment with a background of experience that 
is without equal in the film and television industries. You get the finest pic- 
tures—both color and black-and-white . .. Why risk the chance of failure with 
unmatched equipment when you can get equipment from RCA that is matched— 
both electrically and mechanically—to work in a system. 


Broadcast and Television Equipment ¢ Camden, New Jersey 


RCA TV Tape Recorder « RCA Video Equipment « RCA TV Film Equipment « 
RCA Audio Equipment « RCA Switching and Special Effects « RCA Film 
Recording Equipment (Studio or Mobile—Monochrome or Color) 
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TELEVISION AGE 


n this issue’s lead story, program- 
i ming executive Mike Dann of 
CBS-TV notes a continuing trend in 
the future away from full advertiser 
sponsorship of half-hour programs 
in favor of participations in hour- 
long shows. Don Durgin, vice presi- 
dent in charge of sales for NBC-TV, 
recently advanced a similar belief 
before the Time Buying and Selling 
Seminar of the Radio and Television 
Executives Society. 

Fortunately for the cause of spot 
tv, Mr. Durgin expressed an opinion 
that “the long-term trend will be back 
to half-hours.” It cannot be denied 
that as the networks have made their 
programs available in halves, thirds, 
quarters and sixths, they have suc- 
ceeded in shifting former all-spot ad- 
vertisers net-ward. The company that 
could not afford 30 minutes of net- 
work time a few years ago now finds 
it can purchase a minute at 8:40 p.m. 
Thursday on 180 __ stations—and 
readily pours much of its budget into 
those 60 seconds. 

In Mr. Durgin’s mind, however, 
the trends to hour shows, less product 
protection and multiple sponsorship 
of several programs via _participa- 
tions will eventually be countered by 
new research that will point out to 
advertisers the need for “identifica- 
tion.” “Some of the biggest adver- 
tisers,” he said, “will always favor 
circulation over identification and im- 
pact, but new research will make 
buying by circulation alone obsolete 


November 28, 1960 


a review of 
current activity 
in national 
spot tv 


and dangerous.” 

When such data are available, the 
executive implied, it should swing 
numerous advertisers back to full- 
or half-program sponsorship, al- 
though “this is several seasons 
away.” What such a move could 
mean, in view of the fact that broad- 
casting hours are necessarily limited, 
is that numerous participation adver- 
tisers might find valuable time 
periods closed to them. Unable to 
afford 30 minutes of network, they 
would put their budgets elsewhere. 
Spot tv will have to convince these 
advertisers it can provide an effi- 
ciency equal to, or greater than, net- 
work. In its favor, of course, will be 
the fact that many of the advertisers 
were made familiar with spot in the 
past and are convinced that tv—in 


one form or another—is the medium 





to use. 





William Murphy, media director at 
Papert, Koenig, Lois, Inc., New York, 
buys for Coldene products and Dilly 
Beans, among others. 





REPORT 


Among other forms of new re- 
search foreseen by Don Durgin will 
be “what kind” of heads are in the 
viewing audience, rather than just 
“how many,” and what viewers’ re- 
actions are to program, advertiser 
and product. While the basics of this 
material are now available from 
ARB, Nielsen, TV-Q and various spe- 
cial studies, Mr. Durgin believes 
greater sophistication is needed for 
various reasons. 

One is that within a few years at 
least 15 million two-set homes will 
exist and special-appeal program- 
ming will be more feasible than ever. 
Again, additional data on reach-vs.- 
frequency are needed, with research 
indicating that frequency may be 
more important in persuading than 
has been generally recognized. Still 
another point, said Mr. Durgin, is 
that socio-economic research is 
changing conceptions of which in- 
come groups are the best prospects 
for an advertiser’s product. In ad- 
dition to the establishment of regular 
services that will furnish information 
in these fields, the executive looked to 
development of a testing device that 
will indicate whether or not a new 
program will be successful. 


AEROSOL CORP. OF 
AMERICA 

(Wellsley Adv. Associates, 
Wellsley, Mass.) 

Having successfully established its GLIS 


spray-starch in markets in an 11-state 
area, this firm is now introducing 
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KRON/TV ~ wins still another 


San Francisco > distinguished award 


















THE 

NNUAL AWARDS COMPETITION (TATION 

ADIO TELEVISION NEWS DIRECTO uponiine 
R 


pc 
WITION OF DISTINGUISHED ACHIEVEMENT IN BROA 
IN RECOG! Seon 
KRON-TV 
FRANCISCO, CALIFORNIA 
T REPORTING 


THE 13TH A 


SAN 
FOR ON-THE-SPO | 
BY A TELEVISION STATION 


1-9°6°0 its 
N UNIVERS 

1 COOPER ATION WITH NORTHWESTER 

cnenalcaihitl THE MEDILL SCHOOL OF JOURNALIS! 





te 


President, RTNDA 











This honor, the fourth this year for news alone, 


tors Association for outstanding on-the-spot 
reporting of the riot which took place during the 
San Francisco meeting of the House Un-American 
Activities Committee. This award was the only 
one made in the spot news category. 


KRON/TV is proud to offer this high quality 
coverage to Bay Area Viewers on a regular basis. 





KRON/TV CHANNEL 4 
SAN FRANCISCO 
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Lennen & Newell’s Peter Holland 
oversees broadcast buying for all 
agency accounts in network tv. 


GLISADE, a fabric conditioner, and 
continuing to rely on filmed minutes, 20’s 
and ID’s in day and night slots. The 
products are as far west as Chicago from 
the original New England test markets, 
with additional market-by-market expansion 
planned. Clare Leist is the timebuyer. 


ALLSTATE INSURANCE CO. 
(Leo Burnett Co., Inc., Chicago) 


In addition to its network activity, this 
insurance firm uses short schedules in 
individual top markets at various times. 
Mid-November saw a four-week flight of 
ID’s start in Chicago, with Miami and 
Los Angeles reportedly slated to get spot 
schedules shortly. Bruce Curtis is the 
timebuyer. 


AMERICAN CHICLE CO. 


(Dancer-Fitzgerald-Sample, Inc., 
N.Y.) 


A new cough lozenge from the maker of 
Dentyne, Rolaids, etc., is called 
COUGHLETS and is currently getting 
introductory schedules in various markets 
where distribution is secured. Light 
placements of night and non-prime minutes 
start about issue date for five and six 
weeks. Dave Wolberg is the timebuyer. 


ARMOUR & CO. 


(N. W. Ayer & Son, Inc., 
Philadelphia) 


Plans were indefinite at press time, but it 
looked as if this meat firm would be 
hitting major markets with holiday-dinner 
pushes on its hams and other suitable 
products. Ed Harbison is the timebuyer. 


ATALANTA TRADING CORP. 
(Weinstein Co., N.Y.) 


At press time this importer of foreign 
food products was contemplating a spot 
campaign in nine or 10 major markets on 
canned ham from Poland, with about 
four weeks of ID’s to run during the 
pre-Christmas period. Agency head Mr. 
Weinstein is the contact. 








The Buyer Talks About... . 
MAKE-GOODS 


The last few weeks of the Presidential campaigns were hectic ones 
not only for Mr. Kennedy, Mr. Nixon and their running mates, but for 
stations, reps and timebuyers everywhere. The problem wasn’t winning 
the election, however; rather, it was what to do about the great many 
spots pre-empted by candidates’ speeches, campaign news coverage and 
election returns. 

It’s easy to say that the timebuyer who scheduled a campaign of only 
a few weeks’ duration during such a frantic period is a foolish individ- 
ual. Still, the marketing plans of certain advertisers are fixed far in 
advance and dictate when and where the tv campaign must run. Couple 
this with the fact that the election drive coincided with the start of 
pre-Christmas placements for numerous firms, and it’s obvious why the 
make-good situation swamped a lot of stations. 

Let’s say you can’t avoid buying a spot that gets pre-empted. After 
all, even if you schedule during relatively “slow” periods, a local or na- 
tional news event can break and knock your commercial off the air. 
Now, there are two ways you find out about the preemption—one good 
and one bad. 





The good and proper way, of course, is to hear from the station or 
rep before the pre-emption takes place. Often there’s such short notice 
involved that the station can’t notify you until afterwards—and these 
instances are understandable. The bad way to learn of a pre-emption is 
to find out from the station affidavit when it arrives with the bill for 
payment. 

Obviously you’re not going to okay a bill indicating an 8:30 spot 
did not run, or one that shows the client was arbitrarily given a minute 
at 11:30 the following night. So you hold up payment until you've 
checked with the rep and he’s checked with the station and a full ex- 
planation is forthcoming. Everybody is delayed and no one is partic- 
ularly happy. 

Probably the station took it on itself to schedule a make-good for a 
missed announcement. While this might show initiative on the station’s 
part, too often it doesn’t pay off—unless the make-good time slot is 
greatly superior to the missed one. When it’s not of equal strength 
at least from the buyer’s viewpoint, either a credit for the advertiser or 
another make-good is requested. And the station winds up giving the 
client a free spot. 

Most stations go out of their way to help make up for pre-emptions. 
But if only 10 or 15 out of a 60-station buy announce their make-goods 
in their affidavits, it can tie up the agency’s billing department and 
multiple phone lines in the checking process. 

Often the advertiser is not overly concerned when he’s notified that 
a spot was missed. If he’s contracted for a 13-time rate and only 12 
spots run, he still pays at the contract rate. Many times, however, ad- 
vertising efficiency is dependent on carefully established frequency. In 
order to maintain your advertising weight in the market, you can add 
your make-goods to the end of a short campaign or, if a nighttime spot 
isn’t available and the product lends itself to day, you might take two 
daytime minutes for one missed at night, or two ID’s instead of a 
missed 20. 

It depends on the product and copy, plus the amiability of the sta- 
tion, as to what your decision is, but most of all the make-good situa- 
tion is handled most easily when the station notifies you in plenty of 
time to make a decision. 
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At Cunningham & Walsh, Inc., New 
York, Bill Santoni handles buying 
assignments on Texaco, Johns-Man- 


ville and other accounts. 


BLITZ-WEINHARD CO. 
(Johnson & Lewis, Inc., S.F.) 
The brewer of BLITZ beer is reported 


lining up a spot campaign to begin in 
February in markets throughout 
Washington, Oregon, Idaho and California. 
Program sponsorship, previously a major 
factor in Blitz advertising, will give way 

to spot placements during the year. 

Media director John Newell is the contact. 


BLOCK DRUG CO. 


(L. C. Gumbinner Adv. Agency, 
Inc., N.Y.) 


Activity throughout this month in selected 
top markets was noted for REM cough 
syrup, with filmed minutes stressing the 
product’s decongestant action supple- 
menting network exposure. About 13 weeks 
of spot should carry through the heavy 
colds season. Al Sessions is the timebuyer. 


BUITONI FOODS CORP. 
(Albert Frank-Guenther, Law, 

Inc., N.Y.) 

Continuing its successful push on macaroni 
disguised as “Wagon Wheels, Space Men,” 
etc., BUITONI has two new products 
ready to unleash on the kid-show market. 
Both will be promoted as in the past 

with live-personality minutes on multiple 
programs and stations in some 20 markets. 
Schedules vary in length from 13 to 52 
weeks, depending on the area and show, 
with most markets getting about 39 

weeks over a year’s time. Larry Butner 

is the buying contact. 


BURGESS VIBRO CRAFTERS, 
INC. 

(Tobias, O'Neil & Gallay, Inc., 
Chicago) 

A small group of the very top markets only 
reportedly will get a pre-Christmas push 
on BVI electric can openers and 
humidifiers, with nighttime ID’s starting 
about issue date for three weeks. Account 
executive Donald Smith is the contact. 


CERIBELLI (BRIOSCHI) 
& CO. 


(Ellington & Co., Inc., N.Y.) 


While the maker of BRIOSCHI antacid 
has had a few tv spots running through 
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the years, it has relied primarily on radio 
to achieve a “success story.” Shortly, 
however, it intends to unveil a tv test 
campaign of greater scope. Broadcast 
buyer Dan Kane is the contact. 


CHICOPEE MILLS 
(Doyle Dane Bernbach, Inc., N. Y.) 


At press time this maker of CHIX diapers 
and other baby products reportedly was 
readying a test of spot tv in selected 
markets, with ID's in strong frequencies to 
be utilized, Jeane Jaffe is the timebuyer. 


CHUN KING FOODS 

(BBDO, Minneapolis) 

Beginning at issue date, CHUN KING 
chow mein kicks off a spot campaign in 
about 25 markets, a few less than used 
in its earlier drives this past year. Filmed 
minutes produced by Freberg, Ltd., 
feature zany copy that should get laughs 


by night and day, and sell the product, 
too. Plans call for a continuation of the 
campaign in flights that will alternate with 
radio spots for a full year. Betty Hitch 

is the timebuyer. 


CONSOLIDATED CIGAR CORP. 
(Lennen & Newell, Inc., N. Y.) 

The middle of the month saw MURIEL 
“air-tip” cigars begin spot schedules in 
about nine markets as a supplement to 
its network activity. Filmed minutes run 
in primarily night slots until year-end 

to fill in gaps in network coverage and 
make for holiday-gift business. Louis 
Crossin is the timebuyer. 


DIF CORP. 

(S. E. Zubrow Co., Philadelphia) 

Winding up at issue date in New York is 

a four-week schedule for DIF dry hand- 

cleaner that involved mostly ID’s with 
(Continued on page 56) 





At J. Walter Thompson, New York, 
WALTER D. RILEY advanced from 
media research to timebuyer on the 
Ford division. He replaced BOB 
WOODFIELD, who returned to 


school. 


ALVIN KALISH recently joined 
Foote, Cone & Belding, New York, as 
assistant media buyer on Pepsodent, 
Imperial margerine, Air-wick, Savarin 





MR. KALISH 


and other accounts. He is taking over 
the responsibilities of JAY MORRIS, 
who is presently assistant account 
executive on Clairol products. Mr. 
Kalish came from CBS Spot Sales. 


MRS. K. B. LEHMAN joined Ken- 
yon & Eckhardt, Ltd., Toronto, as 
media supervisor. 


N. W. Ayer & Son, Philadelphia, 
added RICHARD GEHLING from 
Lewis & Gilman, CHARLES A. VEN- 
TURA JR., of wwsz, Vineland, N. J., 
and MILDRED FARREN, timebuyer 
at Al Paul Lefton, Philadelphia, since 
1954, to the media department. Other 
additions to this department are 
DOROTHY A. ADAMICK of Daroff 
& Sons, Philadelphia, FRANKLIN R. 
AUCHY JR.; from Fisher Bruce & 
Co., and ROBERT W. ANDERSON, 


formerly with the Chrysler Corp. 





Personals 


PATTY SULLIVAN moved to 


Maxon, Inc., New York, as timebuyer 





MISS SULLIVAN 


on Heinz and General Electric. She 
replaces ANTHONY BROOKE 
ADAMS. Miss Sullivan has worked at 
Benton & Bowles, Avery-Knodel and 
most recently at Edward Petry & Co. 


In Hollywood JOHN B. LYMAN 
was appointed director of broadcast 
services for Foote, Cone & Belding. 
He is assuming the responsibilities 
held by the late EDMUND L. CASH- 
MAN. 


At Werman & Schorr, Inc., Philadel- 
phia, GRACE MATHIAS was added 
to the timebuyer ranks. Previously 
she was trafic manager with wip 
Radio Philadelphia. 


HELEN HARTWIG left Al Paul 
Lefton Co., New York, where she was 
timebuyer on the General Baking 
account. 


WILLIAM F. SHERRY moved to 
the S. E. Zubrow Agency in Phila- 
delphia, where he is media director 
and account supervisor. Mr. Sherry 
was recently the general manager of 
wvox-AM-FM New Rochelle, N. Y., and 
spent three-and-a-half years with NBC 
and five-and-a-half years with the 
Westinghouse Broadcasting Co. 











——— | 











Pee ye 27k ek es 
4é hy the availabilities 


form sanctioned by the Sta- 
tion Representatives Association being 


isn’t 


used by the reps?” Bill Pellenz, media 
supervisor at McCann-Erickson Ad- 
vertising (U.S.A.), asks. “Is the form 
unusually bad and thus needs to be 
changed? Or is it because most reps 
feel their form is superior and should 
have been the one adopted by the 
SRA?” 

Whatever the answer, the time- 
buyer's frustration mounts as he tries 
to unravel the either too much or too 
little information—rarely just enough 
—on his availabilities. And much too 
frequently he must even interpret 
“hieroglyphics” scratched on a piece 
of paper. 

“Provided it contains the right in- 
formation, we're not concerned with 


WILLIAM DONALD PELLENZ 





the set-up, the quality or color of the 
paper,” Mr. Pellenz emphasizes, “just 
that the form is standard among all 
reps and being used.” A cum laude 
graduate of Syracuse University, with 
McCann-Erickson for 10 years, the 
media supervisor stresses the point 
that “too many things can be over- 


looked on the present forms by the 
buyer who is often too hurried to 
figure them out carefully. He may 
even miss a good bet, but at the very 
least suffers from having his efficiency 
curtailed immeasurably.” 

Mr. Pellenz says he is not berating 
the reps, for “on the whole, their work 
is excellent.” On the other hand, he 
would like to see some action on this 
matter of a standardized availabilities 
form. 

Mr. Pellenz is an avid reader but 
still spends considerable time viewing 
television, of which he is an ardent 
defender. His feeling is that, whatever 
its merits, the viewer has the inalien- 
able right not only to “view or not to 
view,” but to select what he views 
subject only to his personal censor- 
ship. A bachelor, he has a budding 
collection of modern paintings in his 
Manhattan apartment. 
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Sales begin long 
before sales are 
made, and WRGB 
[3 is there at 
the outset in the 


homes (Sm and on 
the minds of the 


people GEE) who 


can translate your 





message into sales. 


Sales begin here, too, because 
more and more manufacturers 
are discovering the test-market- 
ability of this Northeastern New 
York and Western New England 
audience. The thousands of engi- 
neers, skilled workers, farmers 
and their families who live here 
represent a wide cross section of 
preferences and tastes. And, the 
metropolitan, suburban and rural 
nature of this market further 
gives you an excellent sampling 
of modern America’s living 
habits. But, what really makes 
sales begin here is that WRGB is 
the number 1 voice and picture 
in this area. Let WRGB place 
your message where sales begin. 
Contact your NBC Spot Sales 
representative. 


WRGB 


CHANNEL 
A GENERAL ELECTRIC STATION 
ALBANY e SCHENECTADY © TROY 


November 28, 1960, Television Age 55 








Spot (Continued from page 54) 


some 20’s and a few minutes. The 
campaign, similar to one run last winter, 
expanded into additional markets in the 
product’s regional territory this year. 
Yolanda Tini is the buyer. 





Agency Appointments 


Joseph Battaglia, Jr., formerly with 
Doyle Dane Bernbach, Inc., New York, 
joined Ben Sackheim, Inc., to supervise 
that agency's broadcast programming and 
tv-radio production. 


In Hollywood, John B. Lyman was 
named director of broadcast services for 
Foote, Cone & Belding, Inc. Mr. Lyman, 
who succeeds the late Edmund Cashman 
in the post, joined FC&B as production 
supervisor in 1956 and is a veteran of 23 
years in broadcasting. 


George E. Cole moved from J. Walter 
Thompson Co., Inc., New York, where he 
was active in the creation of tv commer- 
cials for Ford Motor Co., to Mogul Wil- 
liams & Saylor, Inc. In his new position 
as associate creative director at MW&sS, 
Mr. Cole will work in campaign planning 
and writing as well as supervising copy- 
writers and production personnel. Before 
JWT, Mr. Cole was broadcast copy chief 
at Bryan Houston, Inc. 


Radford Stone and Ken Shaw joined 
Ogilvy, Benson & Mather, Inc., as a broad- 
casting supervisor and senior producer re- 
spectively. Mr. Stone was formerly with 
NBC; Mr. Shaw was with J. Walter 
Thompson. 


Elwyn Walshe, previously with Fletcher 
Richards, Calkins & Holden, Inc., and 
Stuart Gray, last with NBC, joined the 
tv-radio department of N. W. Ayer & Son, 
Inc., New York. 


MAX FACTOR & CO. 
(Kenyon & Eckhardt, Inc., L.A.) 


Although this cosmetics firm announced filmed “program” spot in more than 100 
its plans for a major pre-Christmas drive markets of all sizes from New York to 
several months ago, it reportedly is putting San Angelo, Tex. The film is set on a 
additional money into a dozen top markets. one-time basis, then renewed as often as 
Strong frequencies of ID’s begin early needed to get sufficient “leads.” Mal 
next month for two weeks. Vice president Murray is the timebuyer. 

Bruce Altman is the contact. 


FAMOUS ARTISTS SCHOOL 
(BBDO, New York) 


Plans for 1961 for this mail-order art- 
instruction firm are wholly good for spot 
tv. This year it placed about 60 per cent 
of its total budget into the medium and 
plans to raise that figure to about 75 


per cent in the future, spending an 
average $25-30,000 monthly. It continues 
to seek quarter-hour openings for its 


GENERAL ELECTRIC Co. 
(BBDO, Cleveland ) 


spot campaigns this past spring and fall, 
GE is already formulating plans to get 
a similar drive under way next February. 
Again about 125 markets coast-to-coast 


Evidently well-pleased with its large-scale 








Station, Network and 
Personal Representative 


representing 
KELO-TV, Sioux Falls, S. D. 
KROC-TV, Rochester, Minn. 
KSBW-TV, Salinas, Calif. 
KSBY-TV, San Luis Obispo 
WIMA-TV, Lima, Ohio 
WPEBN.-TV, Traverse City, Mich. 
WTOM-TV, Cheboygan, Mich. 


235 East 46th Street, New York 17, N. Y. 
PLaza 5-4262 





The Whole vs. The Parts 


(A monthly study of the performances of network programs in local markets.) 


In addition to taking a look this month at several programs in the 
western-adventure category, TV AGE furnishes ratings for each succeeding 
show. The following program in each period was the same and on the 
same station in the six cities studied, with the rating figures—when 
compared to the national ratings—possibly giving some idea of the 
lead-in strength of the “western” shows. 


September 1960 


Zane  ¢ Wells Y Alas- bs 

Grey 9:30 Fargo 9 Mon. kans 10:30 

9 Thurs. Thurs. 8:30 9:30 Sun. 

Mon. Sun. 

Total U. S.* 20.5 16.0 19.8 21.4 19.2 9.5 
New York (7 stations) 17.3 14.5 95 14.2 7.0 6.7 
Chicago (4) 14.0 12.9 8.7 10.8 12.3 8.9 
Los Angeles (7) 15.5 106 116 104 100 3.4 
San Francisco-Oakland (4) 17.1 13.9 13.0 20.3 a7 :. 34 
Detroit (4) 13.7 6.5 15.1 17.5 16.6 7.9 
St. Louis (4) 166 168 186 108 120 586 


* NTI, others NSI; Copyright A. C. Nielsen Co. 


From an advertiser’s viewpoint, an important element in choosing a 
network time slot is the programs that will precede and follow his own 
show. Admittedly, his particular program will have to stand on its own 
merits in the long run. However, the fact that numerous people leave 
their dials set to a single channel through several programs can often 
give a weak program more viewers than would normally be expected. 


The necessity of studying local ratings as well as national data becomes 
evident in the examples above. Zane Grey Theatre, for instance, with a 
rating above 20 for the nation, appears to be a strong lead-in show for 
program X. A look at its ratings in six major markets, however, indi- 
cates that its strength varies considerably. Not surprising is the fact that 
the lowest rating for program X appears in the market in which Zane 
Grey has a figure well below the national. While X’s sponsor may expect 
ratings proportionally less than the preceding western gets (from the 
total U. S. report), he might want to add extra selling effort in Detroit 
to compensate not only for his own program’s deficiencies, but for the 
lower pulling power of the preceding show. 
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will be used, with minutes and 20’s set 
for four weeks. Starting dates vary, with 
the west-coast campaigns going first, 
then the midwest and finally the east. 
Dick McGinnis and Dick Owen are the 
account contacts. 





Rep Report 

Joining the television sales staff of 
Avery-Knodel, Inc., Edward P. Harvell was 
formerly broadcast media supervisor of 
the Shell Oil Co. Mr. Harvell, who will 
work from the representative’s New York 






MR. HARVELL 
ofice, was responsible at Shell for the de- 
velopment and direction of the firm’s tv- 
radio advertising, and did extensive field 
contact work with stations. 

A promotion and a new appointment at 
H-R Television. Inc.. saw Raymond Simms 
raised to director of sales promotion for 


MR. SIMMS 


the firm and its radio counterpart, H-R 
Representatives, Inc., and John E. Kelley 
replacing Mr. Simms as an account execu- 
tive on the New York staff. Mr. Simms 
joined H-R in 1956, coming from a sales 
managerial post at NBC and _ previous 
positions in media and broadcast buying 
at EWR&R and Kenyon & Eckhardt, Inc. 
John Kelley’s background includes sales 
duties with TvB, Independent Ty Corp., 
Katz Agency and, most recently, WCBS-TV 
New York. 

In Chicago, William Travis and Jack 
Hughes were named account executives on 
the tv-radio sales staff of the Branham Co. 
Mr. Travis was formerly with wyyp Radio 
Chicago; Mr. Hughes was with KkrRoc- 
tv-AM Rochester, Minn. 

United Spot Sales, Inc., Los Angeles, 
relocated in new quarters in the Palmer 


Bldg., 6362 Hollywood Blvd. 


SAN FRANCISCO 


GENERAL MILLS, INC. 
(Tatham-Laird, Inc., Chicago) 


A limited number of markets is currently 
running a test campaign on 3 LITTLE 
KITTENS all-fish cat food, with the spot 


placements set for about 20 weeks initially 


in short flights. Future plans will depend 
on the test results. Mary Rodger is the 
timebuyer. 


HERTZ SYSTEM, INC. 


(Norman, Craig & Kummel, Inc., 
N.Y.) 


A record budget for 1961 of $7.5 million 
is being set by this rent-a-car advertiser, 
with a major share earmarked for 
continued use of spot tv. An expanded 
campaign will see 52 weeks of filmed 
minutes, 20’s and ID’s go in key markets 
across the country. Betty Harper is the 
timebuyer. 


HILLS BROS. COFFEE, INC. 
(N. W. Ayer & Son, Inc., 
Philadelphia) 


With many of its long-term placements 
ending during the latter part of 1960, 
HILLS coffee notes it will continue to 
rely on spot tv heavily in the coming 
year, but probably will use fewer year- 
round schedules in favor of shorter flights 
and waves peaking during key periods. 
This kind of program was utilized in the 
last quarter and proved effective. The 
company regularly uses about 40 markets. 
Paul Kizenberger is the timebuyer. 


BAY AREA 


I wind ’em up and 
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THEY BUY 


13,000 letters in just 

one week! 19 automobiles 
on one Saturday alone. 
This is how KTVU's 
audience responds to The 


sponsorship available. 


7:30 to 8:30 p.m. Fridays. 
8.3 September Nielsen. 


Call KTVU or 
H-R Television Inc. 


KT 


San Francisco « Oakland 





CHANNEL 


BEN ALEXANDER SHOW. 


Let Ben Alexander sell for your 
clients in San Francisco. Half 





Shepard Chartoc has been appointed 
tv-radio coordinator for Helene Curtis 
Industries. He will be involved with 
the creative and production aspects 
of all Helene Curtis tv and radio com- 
mercials. Before joining the firm he 
was vice president and tv-radio direc- 
tor of Gordon Best Co., and previous- 
ly was with Buchanan Co., CBS and 
MCA. 


HOLSUM UNIFIED BAKERS 
PROGRAM 

(W.E. Long Adv. Agency, Chicago) 
Actively buying in many of its 200 
markets continually, this organization of 
52 bakers sets schedules geared to the 





if, 
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Lindsay’s Position 

John V. Lindsay; young and able representative of the 17th New York 
District, was one of the few Republican winners in the city of New York 
this election, defeating his Democratic opponent by nearly 30,000 votes. 
In a recent issue, the publisher of TV AGE asked Mr. Lindsay to clarify 
his position on several issues. Follow- 
ing is the Congressman’s reply: 

I have read with interest your open 
letter in TELEVISION AGE. 

Firstly, I must point out that my 
position in February has not changed 
today, and I shall now restate it. You 
have isolated some of the remarks 
which I made in my speech before the 
Women’s Press Club of New York 
City, and this necessitates clarification. 
I do not dismiss the problem of cen- 





sorship lightly. 

In my speech I said that the television and radio networks, standing 
at the control valves, [have] allowed themselves to be straight-jacketed 
by the self-interest pressures of sponsors, advertising agencies, popu- 
larity polls and misguided notions about what the public really wanted. 
I conceded that the sponsor, of course, is self-interested, and he is a 
pressure force as long as he does it honestly. The networks, however, 
are in a different position. They control access to the air waves, and 
this amounts to a monopoly power. They hold it in public trust. Such 
a responsibility can never be neglected, and repeated check-ups are al- 
ways in order. The alternative, of course, is increased governmental 
intervention, which few, if any, of us want. 

I said then, and I repeat now, that I prefer self-regulation to govern- 
ment regulation. But neglect of a public trust always calls for regulation 
of some sort. This may not require new legislation, and I hope it does 
not, for it is plain that the FCC has not been fully exercising the broad 
powers it already has. But if shortcomings continue to prevail, legislation 
we shall need, and legislation we shall get. 

I urged then that the industry take a hard look at itself and that their 
values be re-examined. However, the consistent failure to measure up to 
public responsibility remains. Good taste continues to be at a premium. 
The full educational capabilities of the media have been scarcely utilized, 
and until the tide turns this is tantamount to a breach of public trust. 
Congressional concern will prevail, I assure you, if the prime motivation 
in the industry is money-making and nothing else. 

You speak of the problem of censorship, and I agree, for I too am 
fearful that too much governmental intervention could amount to just 
that. But you ignore an even more subtle form of censorship, and that 
is the pressure of the sponsors, the advertising agencies and the pollsters. 
I concurred with John Crosby on his point that what is needed in tele- 


vision is liberation. You dismissed this as a “semantic dialect,” but I 
submit that until the industry exerts its independence and broadens its 
spectrum it will remain enslaved by a few to the detriment of the public. 

Lastly, with reference to the particular items of legislation that you 
have mentioned, I have not formulated conclusions on such matters yet. 
The legislative record on these matters is scant, and I shall wait until I 
have had an opportunity to explore fully the pro and con aspects of the 
question. I am sure that you will agree with me that disposition to see 
constructive legislation does not automatically presume a favorable atti- 
tude toward all proposals presented to the Congress. 

I am grateful to Tv AcE for this opportunity to express my views. 
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marketing situation in each area. Recent 
buys included 10 weeks of night minutes, 
20’s and ID’s in Orlando-Tampa-St. 
Petersburg and 13 weeks in major Arizona 
cities. Plans for 1961 include heavy buying 
in January for Arizona and Florida resort 
markets, with California’s to be added in 
February. The idea is to hit vacationers 
with the Holsum message. Media director 
Russell Gilbertz is the contact. 


HOUSTON CHEMICAL CORP. 
(Fuller & Smith & Ross, Inc., N.Y.) 
This Company (formerly known as 
Commercial Solvents Corp.) was just 
starting to lay plans at press time for its 
spring campaign on ammonium nitrate and 
other fertilizers. Scope of the ’61 drive 
was indefinite, but previous schedules 
have kicked off in late January and early 
February in a handful of farm markets 

in the south and midwest. Minutes in and 
around farm and news-weather shows 
usually run about 13 weeks. Bernie 
Rasmussen is the timebuyer. 


HUDSON PULP & PAPER 
CORP. 

(Grey Adv. Agency, Inc., N. Y.) 

A group of selected major markets gets 
schedules on this firm’s “Golden Showcase” 
tissues to begin in mid-December and 

run about 26 weeks. Day and night 
minutes and 20's on film will be used. 
Betty Nasse is the timebuyer. 


KAY PREPARATIONS CO., 
INC, 

(direct, New York) 

For a new cosmetic item, COSMEDICAKE, 
this firm reports it’s using schedules of 
day and night minutes in both major 

and secondary markets all across the 
country. Initial placements are for 13 
weeks, with renewals made for 13 more 
as warranted. The company has additional 
products that may use tv if the initial 
venture works out well. Samuel Wyman 
is the contact at the firm, 





Harold Cranton has been named di- 
rector of advertising and promotion 
for NTA _ owned-and-operated _ sta- 
tions and spot sales. He will be in 
charge of all station advertising and 
promotion. Mr. Cranton was formerly 
director of advertising and promo- 
tion for Metropolitan Broadcasting 
Co. 
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Agency Changes 


Largest of the accounts to announce 
agency-shopping moves this month was 
Hazel Bishop, Inc., which is looking for 
a replacement for its “house agency,” 
Raymond Spector Co., Inc. The account 
was briefly at Donahue & Co., Inc., earlier 
this year. 

American Chicle Co., which moved its 
Dentyne gum into Ted Bates & Co., Inc., 
a few weeks ago, moved Clorets mints and 
gum out of that agency to Kenyon & Eck- 
hardt, Inc. Four new products also went 
to K&E, with total billings on the brands 
expected to reach $4 million. 

E. Regensburg & Sons (maker of Ad- 
miration cigars), Roosevelt Raceway and 
other clients of Heineman, Kleinfeld, Shaw 
& Joseph, Inc., went to Kastor Hilton 





MR. HEINEMAN 


Chesley Clifford & Atherton, Inc., as the 
latter agency completed its fifth merger in 
three years. Mort Heineman, president of 
HKS&J, became a senior vice president at 
KHCC&A. 

Allen B. Wrisley Co. named John W. 
Shaw, Chicago, to succeed Peitscher- 
Janda Associates on its soaps and toiletries. 
The 1961 budget will be over $500,000. 

Wilkins Coffee Co., the regional firm 
that achieved nationwide notice with its 
“Muppets” commercials, moved its ac- 
count from M. Belmont Ver Standig, 
Washington, D. C., to W. B. Doner & Co., 
Baltimore. The brand will continue to use 
its unique spots. 

Dancer-Fitzgerald-Sample, Inc., Chicago, 
added Reddi-Starch, a product of Union 
Starch & Refining Co., when the Simoniz 
Co. acquired the product. Previous agency 
was Baer, Kemble & Spicer, Cincinnati. 

About $400,000 in billings was released 
by Benton & Bowles, Inc., when it split 
with Carling Brewing Co., for which it 
handled Red Cap ale, in order to solicit 
larger accounts in the field. 

B&B gained additional billings, however, 
when Shulton, Inc., placed Tec-nique Color 
Tone, a new hair coloring product, at the 
agency. Desert Dri deodorant and another 


new product are also handled for Shulton 


by B&B. 





Sweet on Tv 


Confectioners spent $15,593,- 
038 for network and spot gross 
time billings in the first six 
months of 1960, an increase of 
59 per cent over the same period 
in 1958, reported the Television 
Bureau of Advertising. 

Among the leading television 
users are some of the fastest- 
growing companies in the field. 
The Sweets Co. of America, Inc., 
second in gross time billings in 
1960, shows sales increases of 
153 per cent in the past 10 years, 
and the American Chicle Co., 
third in tv billings, had sales in- 
creases of 96 per cent. The Wm. 
Wrigley Jr. Co., which used tele- 
vision as its major medium for 
the first time in 1959, reported 
sales increases of 28 per cent. 

The confectionery industry is 
expected to spend some $60 mil- 
lion in all media in 1960, with 
television getting about 60 per 
cent of the total. 











KENNEDY CARLINER CO. 
(Poorman, Butler & Associates, 
Inc., Muncie, Ind.) 


For its first consumer product 
POLLYSACKS, plastic bags in roll form 
detached at the perforation by the 
housewife—this firm is using filmed 
minutes and 20’s market by market. New 
Orleans, Memphis, Toledo, Fort Wayne, 
Indianapolis, Muncie and San Francisco 
have already been introduced to the 
product, with Buffalo, Rochester and 


(Continued on page 62) 





Robert O. Runnerstrom has been ap- 
pointed managing director of wBOoy- 
tv-AM Clarksburg. A broadcasting 
executive for 15 years, Mr. Runner- 
strom was most recently vice presi- 
dent of WMBD-TV-AM Peoria. 
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Farm Implements and 
Machinery 


Electric Power Companies 
Gas Companies 

Telephone Companies 
Insurance Companies 
Coffee Distributors 

Men’s Clothing Stores 
Cough and Cold Remedies 
Electrical Appliances 

Beer and Ale 

Department Stores 


Restaurants and 
Cafeterias 


Moving and Storage 


Television and 
Radio Receivers 


ONLY $3 00 PER COPY 


Television Age 


444 Madison Ave., 
New York 22, N. Y. 
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“You can go right in, sir—he’s expecting you!’’ 


Acceptance — acceptance at the point-of-sale: 
That’s how the sales volume grows. 

It grows with a pre-interested, pre-sold, 
pre-disposed buyer, ready to listen and give 
credence to your important story. 

It’s a success story that has it’s best possible 
beginning in the publication that offers 

the kind of complete television information 
more television decision-makers want. 

That’s because Television Age is 100% television. 
The percentage is all in your favor when 


you open doors with Television Age. 
- the climate is compelling 
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WMAR-T 





DELIVERS 


more 


In BALTIMORE’S 
3-Station Market 


The Nielsen Television Audience Report, 
Oct. 60 (Sept. 5 - Oct. 2), shows WMAR-TV 
leading other Baltimore TV stations with an 
aggregate total of more 4 -hour homes viewing, 
sign-on to midnight . . . and more -hour 
firsts, based on both homes and ratings. 


The ARB Report for Sept. 
"60 (Sept. A ae reports 
WMAR-TY leading other 
Baltimore TV stations 
with an aggregate total of 
more 4 -hour homes reach- 
ed, sign-on to midnight, 
for this 3-week period . . . 
and more \-hour firsts 
based on homes viewing 


and ratings. Channel 2 
In Maryland Most People Watch 


WMAR-TV 


Sunpapers Television 
Baltimore 3, Maryland 


Represented Nationally by THE KATZ AGENCY, INC. 








“Montana’s 


Favorite Salesman” 











SELL 
60,300 TV HOMES at less than 
$1.00 per 1,000 TV HOMES! 


Seven Cities & 13 Counties enjoy 
KMSO-TV's Fine Lineup of CBS- 
NBC & ABC Programming. 


@ MISSOULA 
@ BUTTE @ HELENA 
@ ANACONDA @ DEER LODGE 
@ HAMILTON @ KALISPELL 




















Dallas Changes 


Mike Shapiro has been named 
general manager of WFAA-TV-AM 
Dallas, broadcast properties of 
the A. H. Belo Corp., 
the Dallas Morning News. Man- 
ager of WFAA-TV since 1958, Mr. 


owner of 


Shapiro becomes successor to the 
late Alex Keese in the top execu- 
tive position. He will continue to 
head the tv station. George Utley 





MR, SHAPIRO 


will continue as 
WFAA-AM. Announcements were 
made by E. M. (Ted) Dealey, 
chairman of the board. 

New $3.5-million studios and 


manager of 


offices for the broadcasting fa- 
cilities are now under construc- 
tion and will be occupied in 
February. 

Mr. Shapiro announced that 
Richard E. Drummy Jr. will 
become assistant manager of the 
tv station and continue in his 
capacity of director of sales. 
Karl Lambertz becomes director 
of public service for the two sta- 
tions, and Jim Cooper will con- 
tinue as director of engineering. 

Mr. Shapiro came to the Dal- 
las channel 8 
KTUL-TV 
vice president and managing di- 


outlet from 


Tulsa, where he was 
rector. He has worked for 
WFAA-TV as a salesman, local 
sales manager and commercial 
Other tv 
includes assistant 


manager. experience 
manager of 
KpUB-TV Lubbock and sales rep- 
resentative with Avery-Knodel. 

Mr. Drummy has been with 
the station since 1956, when he 
became commercial manager. 
He formerly headed the Dallas 
office of Edward Petry & Co. and 


was western sales manager of 


ABC’s Pacific Coast Network. 





MR, DRUMMY 
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Spot 


(Continued from page 59) 


others to be added after Jan. 1. Short 
flights and alternate-week buys are made, 
usually based on a 12-plan. Tv director 
Sara Boswell is the contact. 


KIPLINGER WASHINGTON 
EDITORS, INC. 


(Albert Frank-Guenther, Law, 
Inc., N.Y.) 


Although Spot Repert noted almost a year 
ago that this publisher of Changing Times 
magazine and other business-slanted 
publications was mulling a test of tv 

spot, it only recently entered the medium. 
A 15-minute “program” commercial has 
run in week-end-afternoon and late-night 
periods in New York and Los Angeles, 
reportedly with results good enough to 
warrant continued testing and expansion. 
Changing Times has a large radio budget, 
a good share of which could be diverted 
to tv if good 15-minute segments can be 
found. Larry Butner is the buying contact. 


LIGGETT & MYERS TOBACCO 
(Dancer-Fitzgerald-Sample, Inc., 
Rf, 

The word at press time here was that 
L&M was in the process of considering 
agency recommendations for next year, but 
that nothing definite was decided on 
except the brand will be heavy in all 
forms of broadcast media. Fred Hawkins 
is the timebuyer. 


NATIONAL FEDERATION OF 
COFFEE GROWERS OF 
COLOMBIA 

(Doyle Dane Bernbach, Inc., 


After a momentary hiatus, this 
organization’s “Coffee of Colombia” 


N.Y.) 


schedules reportedly return early in 
January in about 10 major markets, 
with mostly night minutes and 20’s 
running for 21 weeks. Charlotte Corbett 
timebuyer. 


is the 





Dr. Carl H. Rush has been elected a 
vice president in the research de- 
partment at Ted Bates & Co. and 
will serve on the agency’s research 
policy committee. Before joining 
Bates last year, Dr. Rush was affili- 
ated with the Standard Oil Co. of 
New Jersey. 














Armando J. Posto (l.) and Alex G. 
DeGurian have been named vice 
presidents of Jay Reich Advertising, 
Pittsburgh. Mr. Posto has been with 
the agency since 1952, when he 
joined as art director, and Mr. De- 
Gurian, who has been with the firm 
since 1954, is an account supervisor. 


NORTHAM WARREN CORP. 
(DCS&S; Ellington & Co., N. Y.) 
For its CUTEX products, this toiletries 
firm is just winding up about four weeks 
of spot in selected markets, and plans a 
return next spring, Activity on ODORONO 
deodorant is also reported in the works. 
Stu Eckart is the Cutex buyer at 
DCS&S; Dan Kane is the buying contact 
on the deodorants and Peggy Sage 
products at Ellington. 


NORTHEAST AIRLINES, INC. 
(J. Walter Thompson, Inc., N. Y.) 
In previous years this airline, along with 
others, has utilized video spot during the 
winter months to promote its resort 
flights to the south. The word at press 
time, however, was that only a small 
amount of radio is currently being used 
as Northeast is awaiting the arrival of new 
planes and routes. Tv is not in the picture 
“just now, but the situation could change 
momentarily.” Pau] Fitzgerald is the 
buying contact. 


Buyers’ Check List— 


Station Changes 


KRBC-TV Abilene has been deleted from 
NBC-TV’s PEP station group. 


Network Rate Increases 
ABC-TV: 
K¢Bt-Tv Harlingen, Tex., from $325 to 
$350, Nov. 15. 


KHOL-TV Kearney, Neb., from $350 to 
$400, Dec. 1 


KHQA-TV Quincy, I1., from $475 to $500, 
Dec. 1. 


KPAR-TV Sweetwater, Tex., from $150 to 
$175, Nov. 15 


KTvE El Dorado, from $250 to $350, 
Dec. 1. 


PILLSBURY CO. 

(Leo Burnett Co., Inc., Chicago) 

In a stepped-up campaign on its Angel- 
food cake mix, Pillsbury reportedly is 
hitting about 100 major and secondary 
markets across the country with heavy 
frequencies of day and night minutes and 
some 20's. Starting dates range from mid- 
November on, depending on the market. 
Media group supervisor Ken Eddy 
switched briefly from the agency's New 
York office to handle the buy out of 
Chicago. 


QUAKER OATS CO. 
(Compton Adv., Inc., Chicago) 


Filmed minutes in kid shows are noted 
running in a group of scattered 
markets as part of a test campaign on 
MERRI-OATS, new hot cereal from 
Quaker that comes in caramel and 
apple-cinnamon flavor. Markets are 
Syracuse, Binghamton, Elmira, 
Indianapolis, Muncie and Terre Haute. 
Media buyer Cecelia Odziomek 

is the contact. 


READER’S DIGEST 

(JWT, New York) 

Continuing with its newsstand push, the 
magazine returns again late this month to 
five top markets with minutes in day and 
night slots promoting the December 
issue. Greg Bathon is the timebuyer. 


RENFIELD IMPORTERS, LTD. 
(Reach, McClinton & Co., Inc., N.Y.) 
As it did last year during the pre-holiday 
season, MARTINI & ROSSI vermouth 
kicked off a campaign in New York, with 
filmed 20’s running in strong frequencies. 
An account source noted that the unusual 
films—in which a disembodied hand 
emerges from a crate on shipboard to 
pour a drink—are attracting enough 
attention to warrant a possible showing 
in other markets. Expansion was not 
definite at press time, but under 
consideration. Bob Bruno is the timebuyer. 
(Continued on page 66) 


Kvil-tv Amarillo, from $275 to $325, 
Dec. 1 

wsJs-Ttv Winston-Salem, from $750 to 
$800, Nov. 15. 

wLuc-tv Marquette, from $150 to $175, 
Nov. 15. 


wnct-Ttv Greenville, N. C., from $450 to 


$500, Nov. 15. 

wToK-Ttv Meridian, Miss., from $325 to 
$375, Nov. 15. 
NBC-TV: 

KONA Honolulu, from $350 to $400, Nov. 


NBC-TV: 
WHDH-TV Boston, from $2,500 to $2,800, 
Nov. 1. 


WREX-TV_ 


‘THE 
HOT 


MONTH 





Remarkable 


ROCKFORD 
BELONG 
MM 








STIR 
UP 
SALES 


BUY 











Ly, 


GET THE FACTS 
FROM OUR 
PERSPIRING REPS , 


«zs 


BUY 
EVERY 


H-R TELEVISION, INC. 


VW RE ae ee 


CHANNEL 1 x } ROCKFORD 


M. BAISCH 


Mg. 


Luxury Living! 
Sensible Location! 


W orld-Famous 
NEW WESTON BAR & 
ENGLISH DINING ROOM 
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ARB City-by-City Ratings September 1960 


ATLANTA COLUMBUS LOS ANGELES 
3-Station Report 3-Station Report 7-Station Report 
(four-week ratings) (four-week ratings) (four-week ratings) 
TOP SYNDICATED FILMS TOP SYNDICATED FILMS TOP SYNDICATED FILMS 





















































1. Meet McGraw* (ABC) woa-Tv Sat. 10:30 8 1. Mike Hammer* (MCA) wBNs-Tv Sat. 10:30 .35 1. Death Valley Days (U. S. Borax) 
1. Whirlybirds (CBS) wsp-try Wed. 7 ..... ..36 2. Death Valley Days (U. S. Borax) KRroa Thu. 7 a ee ee a .13 
1. Manhunt* (Sereen Gems) wss-tTv Thu. 7:30 ..26 WBNS-TV Sun. 9:30 .......... wena ee 1. Huckleberry mend (Sereen Gems) 
2. Death Valley Days (U. S. Borax) 3. Not for Hire (CNP) wtvyn-tv Fri. 10:30 ..23 URE Te. F vcccceccomeneccticeseseveves 13 
WEB-TV Mom. TF nccccccccsccccccceces 25 4. Huckleberry Hound (Screen Gems) WTVN-TV 2. Manhunt (Screen Gems) Kroa Mon. 7 ooo 
3. Sea Hunt (Ziv-UA) wsp-tv Fri. 7 -24 i EN Aco sabeamekeanas ase ee 3. Lock Up* (Zivy-UA) KapBo-Tv Sat. 7 -1l 
4. Coronado 9* (MCA) waGa-Tv Sat. 8 23 4. Whirlybirds (CBS) wtrvn-tv Thu. 7 .. 22 4. Quick Draw McGraw* (Screen Gems) 
5. Huckleberry Hound (Screen Gems) 5. Sea Hunt* (Ziv-UA) wBNs-TtTv Mon. 7:30 20 ey A. arn ha Bah ees ee bs Ge os a ae 
WOR-TV The. 6 nncccccccccccscsescceces 21 5. This Man Dawson* (Ziy-UA) WBNs-TV 4. Burns and Allen (Screen Gems) KNXT ‘Tue 8 .10 
6. Woody Woodpecker (Burnett) wsp-Tv Mon. 6 ..18 Fri. 8:30 Docsndeddew bebe ns a 20 4. Mike Hammer* (MCA) Kroa Wed. 10:30 ..10 
6. Our Gang (MGM-TV) wsp-tTv Wed. 6 -++18 6. Shotgun Slade tts A) wWBNs-Tv Tue. 8 19 4. Adventure Theatre* (Cinema-Vue) KNXT 
7. Quick Draw McGraw (Screen Gems) 7. Quick Draw McGraw (Screen Gems) ee oe ne ee eee 10 
wss-Tv Tue. 6 eee -17 WEvaere Din... S200 x isccvacce ee . 16 5. Tha Vikings* (Ziv-UA) KaBo-Tv Sun. 6:30 .. 9 
7. Brave Stallion (ITC) wsp-tTv Tue. 7 .... 17 8. Assignment Underwater (NTA) WLw-c 6. Rescue 8 (Screen Gems) KROA- Tue. 7 .. oh a 
8. Phil Silvers (CBS) wsp-tTv Thu. 7 ........15 ee Sakae nets< cen ttdanaet hdpixapate xc ihme nO 6. Mr. Adams and Eve (CBS) KNxT Tue. 7:30 8 
9. This Man Dawson (ZiV-UA) wsB-TV 9. Coronade 9 (MCA) WLW-c Mon. 7 .. 14 6. Wanderlust (Crosby/Brown) Kcop Tue. 7:30 8 
eT a hae eh an mt op Gain ah ere o 9. Rescue 8* (Screen Gems) WTVN-TV Mon. 7 ..14 6. Hiram Holliday* (Victory) Kapo-Tv 
160. Cireus Boy (Screen Gems) WSB-TV 10. Pony Express (CNP) wrvn-Tv Wed. 7 .... 13 2. Ree ae ab nie - 
Bat. BBO QM. ods ccccsccceseoss conn 11. Woody Woodpecker (Burnett) wtTvN-TV 6. Divorce Cours (KTTV) xKrtrv Thu. 8 ...... 8 
10. Divoree Court (KTTV) waca-tv Mon. 7 -13 rae aS Sanks teaecens 11 6. The Play of the Week (NTA) Koop Thu. 8 .. 8 
TOP FEATURE FILMS 11. Tombstone Territory (Ziv-UA) Wiw-c 6. Sea Hunt (Ziv-UA) xktTv Fri. 7 . ~~ 8 
1. Big Movie waGa-Tv Sat. 11-1:30 a.m 10 MD. @. st0esacnsseeteneees wa aes 1! 6. U. S. Marshal (NTA) krtv Fri. 8:30 ...... 8 
1. Big Movie* waGa-tTv Sun. 5:30-7 ... ..10 RL. ‘Tile Io Alice (NEA) wene-rv Wed. 8:80 ..1! TOP FEATURE FILM 
2. Armchair Playhouse wssB-Tv Sat. 4:30-6 30 a 11. U. S. Marshal (NTA) wtvn-tv Thu. 10:30 ..11 1. Fabulous 52 Recs bg te ery a - 
2. Armchair Playhouse* wss-Tv Sun. rs 30-5:30 .. 9 11. Cisco Kid* (Ziv-UA) wtvNn-Tv Sun. 6:30 ..11 2. Early Show KNxT Sat. 6-7:30 ........ ye 
3. Late Show wssB-tv Fri. 11:15 1:15 a.m 8 11. Our Miss Brooks (CBS) wBNs-Tv om sg " a 3. Early Show* KNxT Mon. 6-7 acme T 
TOP NETW ORK SHOWS 11. Johnny Midnight (MCA) wLw-o Sun. 10:30 .11 ; Million Deller Movie Ku3-Tv Men. 7:30-9 6 
3. Wagem Trete WOO-TV 2.2... cc cccccccvcses TOP FEATURE FIl MS 4. Sneak Preview KHJ-TV Fri. 7:30-8:30 ...... 6 
 Gienin” wemaee ..<..c.cccacccceccecce 1. Armehair Theatre WBNS-TV Fri. 15 TOP NETW ORK SHOWS" 
a ee en Cy WER ccc cc ce ccccebeeneees 35 DiS OM. 1. ee eee eens Cavececovace 9 1. 77 Sunset Strip KABC-TV . ....88 
4. Have Gun, Will Travel waGa-TVv abet 2. Comedy Hall WBNs-Tv Sat. 9-10 am. ...... 8 3. Wagon Train ERCA ..........:; <an ose 
RE sn cn nahn aa euers atin 3. World’s Best Movies wrvNn-tTv Sat 2. Perry Mason KNXT .......... » 
5. The Real McCoys WLw-a ‘ 10:30-12:15 am, ......... -7 3. Gunsmcke KNXT ........ 30 
6. The Price Is Right wsB-Tv .......... 3. Gold Cup Theatre wWLw-c 11:30 . ‘. Meversk =anO-Tv ....... a 
ZT. Bat Minstersem® WORTH 2... cc cccccccse 7 1:30 AM. 6. ee ee eee eeee 4 , 5. Have Gun, Will Travel KNXT ‘ sen 
8. Wrangler® WSB-TV ......0ssceeeess oe 1. Armchair Theatre waNs-Tv Mon. 11:15 : 6. Hawaiian Eye KABO-TV 
9. I’ve Got A Secret WAGA-TV .........-. 25 P2245 AM. vee cece eee eee ees : ey ©. Remite. GMRR 2. cccececes 
ee WME cc vacstesccacansescocees cae 4. Lex Mayers Theatre WTVN-Tv Sun. 10:30 7. Lawman KABOC-TV .......... .23 
12:15 a.m che ot eS ie aan ae 8. The Real McCoys KABO-TYV 22 
“Indicates programming changes during four-week TOP NETWORK SHOW Ss 8. G. E. Theatre KNXT ......... 22 
period. Ratings for one week are given. 1. 77 Sunset Strip WTVN-TV 43 8. Alfred Hitchcock KNXT ....... 22 
ee se 2. Gunsmoke* WBNS-TV ..... —inene 
3. The Real McCoys WTVN-TV 38 “1 
4. Have Gun, Will Travel wBNs-TV . 7 PITTSBURGH 
THE 5. The Millionaire WBNS-TV .............. 33 3-Station Report 
5. I've Got a Secret WBNS-TV .... eS (four-week ratings) 
6. Pete and Gladys* WBNS-TV : . eee * 
ogee eee eo mnie fe TOP SYNDICATED FILMS 
1. Sea Hunt (Ziv-UA) KpKa-tv Sat. 7 21 
2. Death Valley Days (U. S. Borax) 
LAU RE L PHILADELPHIA mamtete Tie, TOD. occ wesccycs ~3 .20 
3-Station Report 3 mene Hound (Screen Gems) KDKA-TV - 
(four-week ratings) 3. Best of the Post* wo Thu. 10:30 . ..16 
TOP S DICATED FILMS 4. Soldiers of Fortune* (MCA) KDKA-Ty 
1. Mike Hammer* (MCA) woavu-Tv Sat. 10:30 ..31 Sat 4:30 . SSecenvsegdeeceeseens 15 
2. The Brothers Brannagan* (CBS) 5. U. S. Marshal* (NTA) wc Wed. 7 sue 
wrev-Tv Wed. 10:30 ...... 20 5. Lock Up* (Ziv-UA) witc Wed. 10:30 ‘ 14 
3. Sea Hunt* (Ziv-UA) weavu-tv Sat. 7 . PS |: 6. Quick Draw McGraw (Screen Gems) 
4. Lock Up (Ziv-UA) wrov-Tv Tue. 7 ...... 16 KDKA-TV Tue. 6:30 ...... 13 
4. Rescue 8 (Screen Gems) wrov-Tv Wed. 7 ...16 6. American Civil War* (Trans Lux) 
4. This Man Dawson* (Ziv-UA) WRCV-TV KDEA-TV Thu. 10 ........ oe ms 
SHOW am, BOCES caccncdcennys ecocsscoaes 16 6. Manhunt (Screen Gems) wTap Thu. 10:30 13 
5. Death Valley Da (Uv. 8. Borax) 7. Walter Winchell File (NTA) wo Thu. 7 ..12 
s waer-ae Bim, FE ao ccacsweeteases ieee 15 8. Lock Up* (Ziv-UA) wito Sun. 10:30 ... 11 
Gets Top Ratings On 6. Johnny Midnight* (MCA) wrcv-TV 8. Home Run Derby (Ziv-UA) KDKa-Tv Sat 
We, BOSD ccc cee caetecesecsecctoe cock Gide ac bvensobeedansnsedes oooll 
. . 7. Popeye (UAA) WFIL-TV M. oe ateteme eee 13 9. This Man Dawson (Ziy-UA) wc pony ee 
WAVE-TV Louisville 7. Huckleberry Hound (Screen Gems) 9. Not For Hire (CNP) witc Tue. 7 . s.ae 
woau-Tv Tue. 7:30 .......... “seeeses 13 9. Four Just Men (ITC) KDKa-Tv Tue. 7:30 10 
8. Cannonball* (ITC) writ-tv Tue. 10:30 12 9. Phil Silvers (CBS) kpKa-tv Thu. 8 ....10 
8. Sea Hunt* (Ziv-UA) weoavu-Tv Thu. 10 ....17 9. Tombstone Territory (Ziv-UA) wc Fri. 7 10 
9. Shotgun Slade (MCA) wro-tv Fri. 7 ...... 11 ~y ~ 
9. Phil Silvers (CBS) wrov-tv Thu. 7 ......11 TOP FEATURE FILMS : oe 
Wi r hone 10. Campy’s Corner* (Herritage) WFIL-TV a Feature For Sunday* KDKa-Tv Sun. 1:30-5 ..32 
ire or p nag odne 2. Western Matinee* KDKA-TV Sat. 3-4 20 
nu. T2530 ccc cccccccces > Ne a 2 : city meal . 
Art Kerman 10. Sheriff of Cochise (NTA) woav-Tv Sat. > oye od —" lela tetlos 18 
today for TOP FEATURE FILMS 4. Gateway Studio +1 KDKaA-Tv Tue. 11:15 
m a 1. Late Show* weau-Tv Sat. 11:15-12:45 a.m. ..19 REDS GM cess ccncewisessecssiosccccesese 13 
availability 2. To Paris With Love* woav-tv Fri. 8:30-10 ..15 5. Gateway Studio KpDKa-Tv Wed. 11:15- 
. 3. Early Show wcau-Tv Tue. 6-7 ... Panceweaee ROW. ca cadtveseuliiensne<008bi chines 12 
in your market, 3. Late Show woavu-Tv Fri. 11:15-12:45 a.m. ..10 5. Gateway Studio KDKA-TV Fri. 12-1:45 a.m 12 
4. Early Show woau-Tv Mon. 6-7 ...........- 9 5. Family Movie Album* wrap Sun. 6-7:30 ..12 
TOP NETWORK SHOWS TOP NETWORK SHOWS 
1. Gunsmeke* WCAU-TV 5 1. What’s My Line KDKA-TV ........... -+.. 43 
GOVERNOR TELEVISION 2. Hawaiian Eye wFIL-TV 2. Alfred Hitchcock KDKA-TV ......cccccccces 42 
2. The Real McCoys WFIL-TV 3. Have Gun, Will Travel KDKA-TV oécen age 
2. The Untouchables wFriL-Tv 4. Miss America* KDKA-TV ceeenossesenes 37 
PLaza 3-6216 3. Adventures in Paradise* wFIL-Tv S. Perry Mason KDKA-TV ................--35 
4. Lawman WFIL-TV ........-. 6. Father Knows Best KDKA-TV ............+. 33 
375 Park Avenue. N.Y.C. i ee ee SO gc stdwenbosee nes 2 6. G. E. Theatre KDKA-TV . = 33 
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%-Station Report 
(four-week ratings) 

TOP SYNDICATED FILMS 
Interpol Cailing* (ITC) wwL-tv Sat 9:30 $5 
Lock Up* (Zix-UA) wwL-Tv Fri. 7:30 ....25 
Cireus Boy (Sereen Gems) wpsv-Tv 
Om. 26c00 GM . o6cc nn ch news Sede. 0+. 82 
U. 8S. Marsha! (NTA) wpsvu-tTv Wed. 10 ..21! 
This Man Dawson (Ziy-UA) wpsv-tv Fri. 10 .2 


Rendezvous* (CBS) wwu-tv Fri. 8 ........ 18 
Panie (CNP) wpsvu-Tv Tue. 10 ........ -17 
Mike Hammer (MCA) wwt-Tv Mon. 10 ....16 
Manhunt (Screen Gems) wpsu-Tv Mon. 10 . 16 
Ramar of the Jungle (ITC) wopsvu-tv 

St. BIRP BM. évenctvenn sp eeencecce 16 
Trackdown (CBS) wpsu-Tv Sat 6 ........16 
Wild Cargo (Lakeside TV) wwi-tv Tue. 10 .15 
Whirlybirds (CBS) wpsvu-tv Thu. 9:30 Ses0ee 
Shotgun Slade (MCA) whpsu-rv Thu. 10 ..15 
Frontier* (CNP) wosvu-tv Fri. 8 . et 


TOP FEATURE FILMS 
Saturday Big Movie* wwtL-tv Sat. 10:15 
11:45 Cesecetedeceses bees eceve vowke 
Rey Rogers Feature wpsu-Tv Sat. 7:30 
B5SO BM waa cucucntenes seeceenve ‘ 15 
First Run Theatre wosu-Tv Sat. 10:15 





BSSG5 GO. nusvccde ne acacevee 13 
Sunday Spectacular wwtL-Tv Sun. 10:15 
i WOR. <ivnsistueetes ae ss it 
Patio Playhouse wosc-tTy Wed. 11:15- 
th eS Seer ibs Cea b dee oe 'eion 7 
Sunday Matinee* wpsu-tTv Sun. 2:45-4:30 7 
TOP NETWORK SHOWS 
Wagon Train WDGU-TV ......ccce00. 50 
Gomes? WWE oak sxdecedwteckeveces 4 
Have Gun, Will Travel wwL-tv 38 
Peter Ga WORE. noc cscccsses 37 
Bat Masterson® WDSU-TV .......020800% 37 
Riverboat WDSU-TV .........0.. .36 
en ee ee $6 
The Price Is Right wpsu-Tv ........ — 
Loretta Youmg WDSU-TV ...... ict ce ee 


What's My Line wWwL-Tv ..... beans 3 


ST. LOUIS 


4-Station Report 
(four-week ratings) 
TOP SYNDICATED FILMS 
San Francisco Beat* (CBS) KMOX-TY 
Sat 9:30 


Lock Up* (ZIV-UA) Ksp-Tv Wed. 9:30 ....21 
Sea Hunt (ZIV-UA) kTvi Fri. 10 ..... 21 
This Man Dawson* (ZIV-UA) Ksp-Tv Mon. 10 .15 
Adventure Theatre* (Cinema-Vue) 

RMOE-TV Tht. © ccccnececscsccsccscecseces 15 
U. S. Marshal* (NTA) KTvi Thu. 2:30 .. 15 
The Vikings (ZIV-UA) kKsp-Tv Sun. 9:30 ..15 
Highway Patrol (ZIV-UA) kKrvi Tue. 9:30 .14 





Sh.tgu: Sl! de (M ‘A) ispD-tTv Sat. 10 .. 14 
Rescue 8 (Screen Gems) KTvI Thu. 10 ....13 
This Man Dawson* (ZIV-UA) KspD-TV 

Pee., BO ccdveccasececess Teerrryrrr ry 12 
Death Valley Days (U. Borax) 

KSD-TV Sat. 9:30 12 





Interpol Calling’ (ITC) Ksp-tTv Thu. 10 11 


Popeye (UAA) KMox-Tv Sat. 11°30 a.m. ....11 
Man Without a Gun (NTA) KTVH Tue. 10 10 
Whirlybirds* (CBS) kKsp-tTv Tue. 10 ....... 10 


Huckleberry Hound (Screen Gems) KTVI 
Thu. 6 ° 
Grand Jury (NTA) Ksp-Tv Sun. 10 ........ 10 


TOP FEATURE FILMS 


First Run Theatre* KMOX-TV Sat. 





ROs2G-13 WIS. .ncccsscovcessess o- caceee 
Channel 2 Theatre KTvi Fri. 10:30 
R930 GM. cecsvecevecevsecse evrcecesk® 
Late Show KMOX-Tv Sun. 10:30-12:30 am. .. 9 
. Late Show* KMox-tv Fri. 10:30-12:30 a.m... 8 
. Late Show KMOX-TV Mon. 10:30-11:30 7 
Saturday Matinee* KPLR-Tv Sat. 1:30-2:45 7 
Early Show KMOX-TV Sat. 4:30-5:30 ...... 7 
. Late Show KMOX-TV Tue. 10:30-12°30 a.m 7 
TOP NETWORK SHOWS 
Gunsmoke* KMOK-TV .... sc ccceccccvcccces 34 
What’s My Line KMOX-TV ............++- 33 
Wagon Train KSD-TV ......eee cece eee ee Bl 
. To Tell the Truth* KMOX-TV ..............30 


Loretta Young KSsD-Tv 
77 Sunset Strip KTVI 
Perry Mason KMOX-TV 


Have Gun, Will Travel KMOX-TV ..........25 
Father Knows Best KMOX-TV ........00++05 24 
I've Got a Secret KMOX-TV .....--0ee eens 24 
Circle Theatre* KMOX-TV .....550-eeeeuee 24 
Robert Taylor's Detectives KTVI ............ 24 
Black Saddle ETVE ..cccccccsscscescscees 24 








Want facts to prove 





TELEVISION BRINGS CUSTOMERS? 
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Then what you need is a set of the TELEVisiON AcE Product Group Success Stories. Nearly 
every type of advertiser is included in this series of authentic case histories of television 
advertisers. Each product group includes from a dozen to 75 detailed descriptions of the 
television campaigns and the successful results obtained by advertisers in that category. 
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Product group stories available in reprint form are listed on the order blank below. 





Reader’s Service 


33. Auto Dealers 

44. Bakeries 

42. Banks & Savings Institutions 
26. Beer & Ale 

36. Candy & Confectionery Stores 
22. Coffee Distributors 

31. Cosmetics & Beauty Preparation 
24. Cough & Cold Remedies 

41. Dairies & Dairy Products 

27. Dept. Stores (Ed. of a Giant) 
14. Drugs & Remedies 

43. Drug Stores 

49. Dry Cleaners & Laundries 

18. Electric Power Companies 

25. Electrical Appliances 

17. Farm Implements & Machinery 
46. Furniture & Home Furnishings 
19. Gas Companies 

47. Gasoline & Oil 

50. Groceries & Supermarkets 

10. Hardware & Building Supplies 


No Number of copies No. 





45. Home Building & Real Estate 


~— 21. Insurance Companies 


— 8. Jewelry Stores & Manufacturers 


~— 23. Men’s Clothing Stores 
—— 29. Moving & Storage 
— 38. Newspapers & Magazines 
9. Nurseries, Seed & Feed 
35. Pet Food & Pet Shops 
40. Pre-fab Housing 
28. Restaurants & Cafeterias 
16. Shoe Stores & Manufacturers 
11. Soft Drink Distributors 
13. Sporting Goods & Toys 
20. Telephone Companies 
48. Television & Radio Receivers 
39. Theatres 
37. Tires & Auto Accessories 
12. Travel, Hotels & Resorts 
32. Weight Control 
34. Women’s Specialty Shops 











Name —— SOOO 
Company ———_________— — oe 
Address ‘ 

City Zone State 





C] I enclose payment 
C] Please enter my subscription 


includes the second 15 of the 





premium I will receive a copy of the Source Book of Success Stories 





for TELEVISION AGE, for one year at $7. 


above Product Groups. 


Television Age 444 Madison Avenue, New York 22, N. Y. 


Please send me reprints (25c each, 20c in lots totalling 10 
or more) of the Product Group Success Stories checked: 


Number of copies 


As a 
which 
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UPPER PENINSULA 
IS EASILY AVAILABLE 


NOW 





The New $100,000,000 
BIG-MAC Bridge 


carries thousands to the U. P. daily! 


Paul Bunyan Television 
WFBN-TV WTOM-TV 


Traverse City Cheboygan 
One Rate Card 


Covers 25 Northern Michigan Counties 
INCLUDING a big chunk of the U. P. 
and parts of Canada 


Offering the Only Principal 
City Grade and Grade A 
coverage to Traverse City, 
Cheboygan, and much of Resort-Rich 
Northern Michigan 


Reach the MOST homes with P B N * 


7000 MORE Homes Reached Than Sta. 8. 
(M-F, Noon-6 PM) 

1900 MORE Homes Reached Than Sta. B. 
(M-F, 6 PM-Mid.) 

2800 MORE Homes Reached Than Sta. 8 
(Sat. 6 PM-Mid.) 

1900 MORE Homes Reached Than Sta. 8B. 
(Sun. 6 PM-Mid.) 


*ARB (March, 1960) 





Bunyan Network 
= eee il 


presentatives 
Venard, Rintou! 





& McConnell 











Network Representative Elisabeth Beckjorden 
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Spot (Continued from page 63) 


STERLING DRUG CO. 
(Dancer-Fitzgerald-Sample, 
Inc., N.Y.) 


Adding to the buy on Haley’s M-O 
reported here last issue, new activity was 
noted on PHILLIP’S Milk of Magnesia, 
with about 40 markets getting light 
placements of minutes in non-prime slots. 
The schedules start late this month and 
run until the end of the year. Ren Bobic 
is the timebuyer. 





U. S. STEEL CORP. 

(direct, local dealers) 

For the ’59 pre-Christmas season, U. S. 
Steel expanded its “Operation Snowflake” 
promotion into spot tv, using a couple of 
weeks of placements in a few major markets. 
This year, however, the company itself has 
pulled out of any retail activity on the : 7 iy eS 
promotion, but is making films available and with Newsweek and Collier’s 
to appliance trade magazines which in 
turn pass them on to dealers. Mart 
magazine reported at press time requests 
for the 23-second open-end animated 
commercial from 40 dealers. 


Vichael Blow has been named ed- 
itorial director of the CBS corporate 
information staff. Mr. Blow was for- 
merly assistant book editor with 
American Heritage Publishing Co. 


magazines. 


WESTINGHOUSE ELECTRIC 
CORP. 
(McCann-Erickson, Inc., N. Y.) 


Having confined its video activity to 
network for lo, these many years, this 
corporate giant set placements of ID’s on 
its electric blankets plus minutes on its 
floor polishers in a small group of 
markets, apparently to hypo Christmas 
business. The schedules start this month 
and run three weeks. Phil Stumbo is 
the timebuyer. 


WATCHMAKERS OF 
SWITZERLAND 


(Cunningham & Walsh, Inc., N.Y.) 


Since moving to C&W about a year ago, 
this organization’s video activity has been 
confined to Garroway’s Today Show on 
NBC-TV. Beginning at issue date, however, 
it starts a pre-Christmas schedule of 
minutes and 20’s in a limited list of 
markets for about three weeks. Frank 
Vernon is the timebuyer. 





President Emil Mogul (I. center) of Mogul Williams & Saylor, Inc., presents 
a scholarship check to Dean Thomas Clark Pollock of New York University, 


setting up a five-year award program in the name of Myron A. Mahler, late 
creative director for air media at the agency. Winners of the $600 yearly 
scholarships will be students who show outstanding promise in creative writing 
for tv-radio. Looking on at the presentation in the university's instructional 
tv studio are Sidney Weiss, executive vice president of MW&S, and Prof. 
Richard Goggin (l.), chairman of NYU’s tv-radio-film department. 








Stores (Continued from page 25) 


On KCMT hostess Natalie Johnson 
presents commercials live, emphasiz- 
ing price specials while mentioning 
quality and service offered by the 
stores. Many non-Red Owl brands 
are included in the commercials, and 
frequent special promotions for 
cookbooks, dinnerware, etc., are 
featured. 

A number of the independent 
merchants carrying Red Owl brands 
are buying individual spots to sup- 
port the group campaign. One buys 
a minute participation in the KCMT 
Saturday-noon country-western live 
music show, and several others buy 
special packages giving them two or 
three 20’s a week in addition to the 
group program. 

Advertising for the group is placed 
direct by Howard Cox, advertising 
manager for Red Owl Stores, Inc., in 
Minneapolis. 


Quiz Program 


A studio audience participation 
quiz show has proved effective for 
Tolly Markets of Decatur, Ill. 
Started nearly three years ago in 
the store as a traffic builder, the pro- 
gram has been moved into the studios 
of wrvp Decatur, due to the limited 
space available in the store and the 
trafic jams which the _ telecasts 
created. 

Scheduled regularly (6:30-7 p.m.) 
on Wednesdays, The Tolly Show has 
wide audience appeal and _ good 
ratings. 

“We feel this show has done a 
terrific job in creating new cus- 
tomers and building traffic,” says 
general manager John J. Pallian. 
Annual investment is around $9,000. 


Kroger Success 

The Kroger Co., third largest 
supermarket chain in the U.S., uses 
tv in many of its markets, but it is 
in the Crosley area that it has 
chalked up one of its most solid tv 
success stories. 

Through 1959 and 1960 Kroger 
has been a large participating spon- 
sor on the all-color 50-50 Club, 
which is telecast Monday through 


s 
i 
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inf gee 





As a part of the wsjs-tv Winston-Salem merchandising program, shoppers 


entering a new Kroger supermarket in the Winston-Salem area can see them- 


selves on television, an added attraction Kroger executives have found produces 


extra traffic and sales in their stores. Kroger, for five years a regular sponsor 


on the Winston-Salem station, currently presents the Ziv-UA program, Lock Up 
(7-7:30 p.m., Thurs.), on the NBC-TV outlet. Newspaper and television pro- 
motion ties in with the “see-yourself-on-tv” feature. 


Friday (12 noon-1:30) on WLW-T 
Cincinnati, wLw-c Columbus, wLw-pb 
Dayton and wiw-i Indianapolis. A 
year ago the supermarket chain de- 
cided to add seven participations 
weekly on another all-color Crosley 
program, The Paul Dixon Show, on 
the Cincinnati _ station 
through Friday. 

The Ruth Lyons 50-50 Club 


stresses Kroger quality and. service 


Monday 


throughout the four-station area, 
while on the Dixon show specials 
available in Cincinnati stores are 
featured. 

There is no written copy on either 
show, with only a fact sheet on the 
day’s feature supplied. The ad-lib 
approach of Miss Lyons and Mr. 
Dixon, as well as that of the latter’s 
co-star, Bonnie Lou, has been found 
miost effective. Demonstration tech- 
nique is used. If the Kroger special 
is a Tenderay T-bone steak, it is 
cooked on the set, samples are given 
to the studio audience, with reactions 
of both the guests and the program 
stars proving the tantalizing nature 
of the finished product. 

Kroger managers say they can 
always tell when their Spotlight cof- 
fee is featured. Beans are ground on 
the studio set just as in the markets, 
with the aroma of the fresh-ground 
coffee filling the studio. Pleased reac- 
tions of the audience sends shoppers 
scurrying to Kroger coffee grinders 


so that they can enjoy the same de- 
licious brew. 

In March, for example, Kroger 
featured its Kroger bread. When 
Miss Lyons suggested that the audi- 
ence show her their liking for the 
product by sending in a wrapper 
or label, 150,942 pieces of mail 
were received. When Kroger fea- 
tured “toss pillows,” Paul Dixon fol- 
lowed the suggestion by tossing a 
dozen of the pillows into the studio 
audience. Sales of the pillows zoomed 
in every Kroger store. 

The Kroger Klock is a daily fea- 
ture on the Lyons show. A member 
of the audience is told the half-hour 
time segment in which the clock has 
been set. If she guesses within five 
minutes of the right time, she is given 
a Polaroid camera and has her pic- 
ture taken with Miss Lyons. Whether 
or not she guesses correctly, she is 
given one of the Kroger Top Value 
Stamp premiums. 

Often Mr. Dixon reads a day’s 
local Kroger newspaper advertise- 
ment, with emphasis on the specials. 
The ad is shown on-camera for view- 
ers to select specials for themselves. 

The Crosley stars take part in spe- 
cial Kroger promotions. When Kro- 
ger brought 12 carloads of Coit 
cantaloupes into Cincinnati for one 
week’s sale, Mr. Dixon and Bonnie 
Lou went to the freight yards to 
watch the cars being shunted onto a 
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Kroger markets in the Crosley four-station area have found tv effective in selling 
the supermarket chain’s quality and service as well as promoting “specials” 
inside the Cincinnati area. Here 50-50 Club star Ruth Lyons introduces Rodger 
J. Neiser, advertising field manager for Kroger, to the Kroger Klock, a daily 
feature of the grocery chain’s participating sponsorship of the high-rated 
daytime show. David E. Freedheim, tv-radio coordinator for the Cincinnati 
division of Kroger, says “we believe that television is a unique and valuable 


means to recapture personal contact.” 


siding, and films were made of Mr. 
Dixon eating cantaloupes in one of 
the cars. When the films were shown 
on the show next morning, Kroger 
produce merchandiser Floyd Bradley 
explained to the housewife audience 
how Kroger determines how many 
cantaloupes to buy and how perish- 
able foods are cared for by the store. 
Cincinnatians bought the cantaloupes 
literally by the carload, and there 
was no problem of spoiled melons 
for that shipment, according to Mr. 


Bradley. 


A similar promotion was used for 
Kroger Christmas trees, with sell- 
outs reported by every store. 

Commented David E. Freedheim, 
radio and television coordinator, Cin- 
cinnati division of the Kroger Co., 
“One of our major problems in the 
growth of supermarkets from the 
corner-store grocery has been the 
breaking of the communications link 
between the store manager and his 
customers. Before, the storekeeper 
would call his customers to tell them 
that some nice melons were in and 
that he would send some over. Now 
this is impossible. We believe that by 
using such popular personalities as 
Ruth Lyons and Paul Dixon, known 
in every home in our area, we 
are overcoming this communications 
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breakdown. In fact, since we began 
advertising on WLW Television and 
Radio we have had outstanding re- 
sults attributable to these shows such 
as the examples described in this 
article. 

“In the near future, our plans in- 
clude featuring a specific Kroger 
market in its specific area. On the 
Dixon show, for example, we will 
present a particular community, its 
history and outstanding character- 
istics and show how Kroger fits into 
this community. Our local manager 
will appear on the show to be intro- 
duced by Paul to his customers in 
the television audience. This will 
foster a friendly contact between 
store manager and customers. We 
believe that television is a unique 
and valuable means to recapture this 
personal contact.” 


Cooking Show 

Wrigley’s Stores of Detroit and 
Lansing has enjoyed considerable 
success with its participations on the 
wJIM-TvV Lansing Monday-through- 
Friday cooking show, Copper Kettle. 
Presided over by station personality 
Martha Dixon, the Lansing station 
program has attracted a large audi- 
ence and a waiting list of sponsors. 

Example of the Wrigley format 
and results is outlined by G. E. Mar- 


tin, manager of the Frandor branch 
of the chain. Says Mr. Martin: 
“The management of Wrigley’s 
Stores had a logical and convincing 
answer to what television in general 
and Martha Dixon’s Copper Kettle 
telecast in particular are doing for 
our business. On Thursday at 11 
Martha 


theme for her cooking show ‘lending 


a.m. Dixon used as_ the 
variety to spring meal planning.’ 
She featured Island 


duckling with orange stuffing. Mar- 


roast Long 
tha stressed the ease of preparation 
and showed first, on camera, a plump 
raw duckling, just as it is sold at 
Wrigley’s. Then she prepared the 
duckling—pointing up the simplicity 
of roasting and serving. 

“Came then the results! 

“Wrigley’s Store in the Frandor 
area generally stocks two cases of 
Long Island ducklings and this sup- 
ply was immediately exhausted. The 
tv show about the ducklings was on 
Thursday, and when the urgent de- 
mand for the ducklings started that 
afternoon, 65 cases were brought into 
the store, and this added supply was 
gone by Friday night. An additional 
35 cases were then brought in for 
Saturday’s business, sold out again, 
and Wrigley’s started issuing pink 
slips for extra duckling orders. 

“Martha Dixon, we feel, was per- 
sonally responsible for this great 
demand .. . 
this on other items she features for us 


and we continue to note 


on her Copper Kettle show. She con- 
ducts the program with a know-how 
that 
authority on food content and food 


and show-how combines her 


preparation with her unassuming 
graciousness and charm. 

“We all know that television sells, 
but we know that Martha Dixon’s 
personality is doing an extraordinary 
selling job for Wrigley’s in Frandor. 
It shows every day in our sales.” 
The Wrigley television budget is 


approximately $19,000 annuaily. 


Beef Specialists 
Markets, 
five-store chain of Springfield, Mo., 


Consumer’s Warehouse 
two years ago started using KTTS-TV 
Springfield to promote its line of 
pre-cut quality beef, Q.T.F., for qual- 
ity, tenderness, flavor. Today it is 
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the largest supplier of pre-cut and 
packaged beef in the entire 41-county 
area served by the station. 

Clarence Wheeler, president and 
owner, places the commercials di- 
rect, working with the station con- 
tinuity department. The present 
line-up of tv time on the station in- 
cludes daily participations in Romper 
Room (9-9:30 a.m. Mon.-Fri.), six 
one-minute spots on Thursday to 
promote week-end specials, the 
weather-news (10:45 p.m.) Thurs- 
day and one-half sponsorship of the 
CBS Films program, Whirlybirds 
(9:30-10 p.m., Sun.). 

This fall the stores will sponsor a 
half-hour Birthday Party weekly. 
The present television budget is 
around $30,000 annually, the high 
point since the campaign in television 
started two years ago. Store execu- 
tives feel the increasing emphasis on 
television is ‘paying off in sales and 
store trafhe. 


Record Show 

“Through this medium we have 
been able to build our name and es- 
tablish ourselves as a family insti- 
tution in the area,” says Ron Man- 
casola, advertising manager of Farm- 
ers Food Stores of Redding, Calif. 
First using the Ziv program, Harbor 
Command, on Kvie Redding every 
Thursday (6:30-7 p.m.) and switch- 
ing recently to The Brothers Bran- 
nigan in the same time slot, the 
supermarkets also sponsor a record 
hop, Dise Date, which is done live 
on Saturday afternoons (5:30-6 
p-m.). 

Speaking of Disc Date, Mr. Man- 
casola says: “It has already shown 
returns for us, as it was designed to 
build our name with the teen-agers 
in the area. These are the home- 
makers of the future and our future 
customers.” 

The Saturday commercials for 
Farmers Food Stores are basically 
institutional, while announcements 
on the Thursday program feature 
weekly specials. Spots are done live. 

So well pleased is Al Mancasola, 
general manager of the stores, that 
the recent change in Thursday’s pro- 
gram involved a 15-per-cent increase 
in costs, while the Saturday show is 





Food Mart Supermarkets of Springfield, Mass., reports good results from its 
sponsorship of Backstage at Storrowtown (7:15-7:30 p.m.) each Monday on 
wwLP Springfield. The show is a video-taped presentation of rehearsals and 
exclusive interviews with stars of the Storrowtown Music Fair, with each week’ s 
show covering the play for the week. Station audience has increased for the 
period, the summer-theatre group reports record attendance, and the sponsor 
has found store traffic and sales have increased. 


being extended to one hour in the 
near future. Annual tv budget is 
approximately $14,000. 


Own Program 

Example of group cooperative ad- 
vertising that has worked successfully 
for a period of five years is that of 
the Foodtown Stores of Billings, 
Mont. Buying through the Ryan 
Grocery, of Billings, the group has 
continuously sponsored a syndicated 
show on KOOK-Tv Billings. The 
present Thursday night show is The 
Californians. In the past it has spon- 
sored The Vikings, Waterfront and 
Susie, and during the past winter 
participated in a live homemakers- 
and-cooking show on the station. 

Each store is mentioned during the 
show with a slide or opaque, with 
the main portion of the commercials 
being devoted to products and spe- 
cial prices. Annual television budget 
ranges from $7,500 to $12,000. Wil- 
liam Kline is the advertising man- 
ager. 


Theatre Sponsor 


Food Marts supermarkets of Mas- 
sachusetts has sponsored an unusual 
program this last summer which, 
store executives believe. has added 
substantially to store traffic and sales. 

The program, Backstage at Stor- 


rowton, features video-taped  seg- 


ments of rehearsals from the Stor- 
rowton Music Fair in West Spring- 
field. Conceived by the wwLP Spring- 
field programming department, it 
has been so successful for the spon- 
sors, for the Storrowton Music Fair 
and for the station audience that 
William L. Putnam, ww pr president 
and general manager, plans a more 
expanded program next year. 

Presented each Monday (7:15- 
7:30 p.m.) the series began with a 
half-hour live telecast from the the- 
atre in the round on opening night 
and has carried on with rehearsal 
scenes and episodes from such offer- 
ings as Meet Me in St. Louis, Red- 
head, South Pacific, West Side Story 
and others. 

Each week’s show covers the play 
for the week and provides an inter- 
esting preview for viewers. Attend- 
ance at the summer playhouse has 
set new records. 


Growth With TV 

In 10 years the Star Market Food 
Chain of Boston has grown from five 
supermarkets grossing $12 million to 
20 stores grossing better than $70 
million. Executives of the food chain 
credit a large part of this growth to 
continuous sponsorship of a televi- 
sion program, Starring the Editors 
(Sunday, 5:30-6 p.m.), on WBZ-TV 
Boston. 

Star Market was the first sponsor 
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of the program, which features four 
Greater Boston newspaper editors 
analyzing local, national and inter- 
national news. Since 1950 the mar- 
kets have had either full sponsorship 
or alternate-week sponsorship of the 
program. 

“In this keenly competitive busi- 
ness it’s the dollars-and-cents factor 
that counts,” says Harry Sandler, 
vice president of Star Market Co. 
“In plain words, Starring the Editors 
has been doing a consistently power- 
ful merchandising job for us and our 
suppliers, and it is selling their prod- 
ucts so gratifyingly that many have 
stayed with the program for three, 
four and five years.” 

Co-op advertisers on the program 
with the markets report sales gains 
ranging from 35 to 660 per cent. 
Star reports it has the greatest sales- 
per-store volume of any food-store 
chain in the country. 

Under the usual advertising for- 
mat, the program opens and closes 
with a 10-second institutional mes- 
sage for Star Markets. Within the 
program one 40-second commercial 
is devoted to the services offered by 
the chain, pointing out such things 
as convenient location, modern facil- 
ities and the like. Each of four co-op 
advertisers receives a 40-second com- 
mercial. Commercials are predomi- 
nantly live. 
offers 


Star believes its formula 


both low cost and built-in prestige. 


Selling (Continued from page 25) 
gratifying response. It was with this in 
mind that we enlarged our schedule on 
KTVH to include sponsorship of Nightcap 
News on Thursdays and Fridays.” Annual 
tv budget: $60,000. 

Fairway-Super Fair Stores, Minne- 
apolis. Agency, Weaver-Gardner Assocs., 
Luther Weaver, account executive. Inde- 
pendently owned stores co-operating to 
advertise Fairway brand and institutional 
advertising. After year of sponsoring Phil 
Silvers Show each Thursday on KCMT 
Alexandria, merchants agree that business 
has increased and are now buying Best 
of the Post. New plans include more price 
advertising. 

Fil A Bill, Shreveport. Louis Ballard, 
president. Store, with eight drive-in loca- 
tions in the area, is alternate sponsor of 
the Screen Gems show, Manhunt (8-8:30 
p.m., Thurs.), on KTBS-Tv Shreveport. An- 
nual tv budget: $14,500. 

First Poland 


National Stores, 
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\ $s Veena c. f : ral 
Chie} announcer Charles Parkinson 


gives the First National Stores’ one- 
during the 
week-day Watch the Weather pro- 
gram on WMTW-TV Poland Spring. 


minute commercials 


Spring, Me. Sponsors five-minute weather 
program, Watch Your Weather, on wmtw- 
tv Poland Spring weekday evenings at 
7:25. Format includes opening and clos- 
ing billboard and minute commercial live 
by announcer. Annual tv budget: $24,180. 

First National Stores, Somerville, 
Mass. Adrian O'Keefe, president. Sponsor- 
ing five minutes of the top wsz-Tv Boston 
Monday-through-Friday local news program, 
6:30 News with Arch Macdonald, the stores 
have “shown a large increase on products 
such as meat when they were emphasized 
on the newscast,” according to advertising 
manager Marshal Duane. Annual budget: 
$250,000. 

Food Fair, Inc., Jacksonville. Henry 
Kramer, general manager. Uses 24 10- 
second announcements weekly in daytime 
and Class AA time on wyxt Jacksonville. 

Furr’s Supermarkets, Albuquerque. 
Les Ready, principal executive. Sponsors 
two programs weekly, Highway Patrol 
(9:30-10 p.m., Tues.) and This Man Daw- 
son (8:30-9 p.m., Thurs.) on Kos-tv Albu- 
querque. Annual tv budget: $17,008. 

Furr’s Supermarkets, Colorado 
Springs. J. O. Stone, director of adver- 
tising. Has 52-week contract on KKTV 
Colorado Springs for Five O’Clock News 
(5:5:10 p.m.) Monday through Friday 
with two commercials in each broadcast, 
as well as 40 daytime ID’s weekly. Com- 
mercials feature price specials to build 
store trafic. Annual tv budget: $12,000. 

Grainger Bros., Lincoln, Neb. Ordell 
Hennings, advertising manager. The com- 
pany, representing the IGA stores, sponsors 
national and international news (10:15-25 
p-m., Thurs.) on KOLN-Tv Lincoln. Says 
Mr. Hennings: “While it is difficult to 
pinpoint actual results from television, 
since we use the same items with prices 
in our newspaper ads, the items we pro- 
mote are for Lincoln IGA stores only. 
Practically all of the IGA grocers out in 
the area which is not covered by the 
papers say they are deluged by customers 


wanting the same prices on the items 
they saw on tv. We are well pleased with 
our television advertising and intend to 
increase our budget shortly.” Annual tv 
budget: $6,500. 

Great Atlantic & Pacific Tea Co., 
Baltimore. William Donohue, manager; 
Clinton Chase, sales manager. Sponsors 
news program, The Seven O'clock Final, 
on WwMAR-TV Baltimore (7-7:10 p.m.) 
Monday through Friday. 

Great Atlantic & Pacific Tea Co.. 
Charlotte, N.C. R. N. Alexander, princi- 
pal executive. “We have found,” says Mr. 
Alexander, “tv is a good medium for 
exploiting the corporate image of our 
company with the idea, ‘Cash savings are 
the best savings at A. & P.’” Company 
buys five announcements per week on 
WRAL-TV Raleigh. Four are 20’s and one 
an ID, all in night time. Special sale and 
institutional copy is used. Annual tv bud- 
get: $25,000. 

Great Atlantic & Pacific Tea Co., 
Dallas. R. B. Rhinehart, principal execu- 
tive. Buys daily participation week-days 
in Julia Benell Show on wraa-ty Dallas. 
Show features station women’s editor in 
live program with fashions, cooking and 
guest personalities. Chain renews regularly 
in 13-week cycles. 

Great Atlantic & Pacific Tea Co., 
Pittsburgh. Philip Newcomb, advertis- 
ing manager. For the past two years A. & 
P. has been a regular sponsor on WTAE 
Pittsburgh. Currently the stores use 10 
one minute daytime spots each week. An- 
nual tv budget: $50,000. 

Great Atlantic & Pacific Tea Co., 
Poland Spring, Me. Uses four minute 
live announcer spots each week on WMTW- 
tv Poland Spring, concentrating on week- 
end shopping bargains. Annual tv budget: 
$14,236. 

Great Atlantic & Pacific Tea Co., 
Wilmington, N.C. Rodney M. Alexan- 
der, advertising manager. Chain buys 
seven 10- and 20-second announcements 
on wect Wilmington, N.C., promoting 
specials and corporate image for stores 
in the Wilmington area. Have expressed 
belief tv is extremely effective in promoting 
quality of products and price advantages 
offered by A. & P. 

Greenwood’s 
Bend. Edward 
Buying a one-minute live announcement 
on wsBT-Tv South Bend’s Homemaker’s 
Time (9-9:30 a.m., Mon.-Fri.), Mr. Kritz 
says: “We feel that it’s doing a good job 


South 


manager. 


Supermarket, 
Kritz, store 


for us, and the results have a lot of punch. 
It’s sending in customers, and we plan to 
continue our schedule.” Annual tv budget: 
$2,886. 

IGA Stores, Poland Spring, Me. 
Sponsors five one-minute live announcer 
commercials each week on WMTW-TV Po- 
land Spring, three on Wednesday and two 
on Thursday, geared to the week-end shop- 
per. Annual tv budget: $10,734. 








Kroger Co., Cleveland. Lawrence A. 
Flinn, advertising manager. Sponsors 
MCA’s Coronado 9 (10:30-11 p.m., Wed.) 
on KYW-TV Cleveland. Company has been 
full sponsor of syndicated film on the sta- 
tion for nearly five years. 

Kroger Co., Grand Rapids. Don Ro- 
cheleau, advertising manager. Stores buy 
three 20-second spots weekly in AA, A and 
C time on wyim-tv Lansing. Annual tv 
budget: $10,000. 

Kroger Co., Indianapolis. Harry Mc- 
Daniel, principal executive. Store sponsors 
10 or more one-minute announcements 
weekly on WFBM-TV Indianapolis. Starting 
in September sponsors Headlines of the 
Century (8:25 a.m., 1:10 p.m., 7:25 p.m., 
Mon.-Fri.) on wrBM-tv and Debbie Drake 
(10:15 a.m., Tues.-Thurs.-Fri.) on WwIsH- 
tv Indianapolis. Commercials emphasize 
service offered. 

Kroger Co., Pittsburgh. Glenn Knick- 
erbocker, vice president; Ed Miller, ad- 
vertising manager. Sponsors a fixed series 
of spots on KDKA-TV Pittsburgh, with 20's 
Tuesday, 11:10 p.m., Thursday, 11:10 p.m. 
and Friday, 7:30 p.m. On alternate weeks 
12 additional spots are used. Annual tv 
budget: $90,000. Company also was a 
major sponsor of the 1960 Democratic and 
Republican conventions on WTAE Pitts- 
burgh. One hundred and twenty-five min- 
ute and 30-second video-taped spots were 
telecast. Approximate budget for this cam- 
paign: $15,000 

Kroger Co., South Bend. Ward Green, 
co-manager. “I certainly think our adver- 
tising is paying off,” says Mr. Green. 
“If it weren’t, we wouldn’t be spending 
this kind of money.” The chain sponsors 
15 one-minute announcements weekly on 
wset-Tv South Bend. Commercials mixed 
between live-over-slide and electrical tran- 
scriptions. Annual tv budget: $22,916. 

Kroger Co., Zanesville, O. Robert 
Nichols, advertising manager. Stores spon- 
sor CNP’s Not For Hire (9-9:30 p.m., 
Wed.) on wuiz-tv Zanesville. Commercials 
are live and filmed. Mr. Nichols reports 
a decided increase in business at both 
local stores since use of tv, while local 
store managers, Al Bollerer and Bill 
Palmer, tell of good response to adver- 
tised specials and an increase in store 
traffic, Annual tv budget: $6,000. 

K-Way Food Stores, Sherman, Tex., 
and vicinity. J. H. Johnson, general man- 
ager. Stores sponsor Flamingo syndication, 
Deadline (7-7:30 p.m., Thurs.), on Kx 
Ardmore-Sherman-Denison. ID’s are added 
for specials as supplement. “Tv for one 
combined price reaches most of our cus- 
tomers who otherwise would have to be 
reached by several newspapers and/or 
radio stations. KXxII is a good sales vehi- 
cle for us, tieing in nicely with print.” 
Annual tv budget: $7,500. 

Merchants Distributing Co., Hickory, 
N. C. Alex and Lee George, owners. Spon- 
sor Ziv-UA syndication, Tombstone Terri- 


et an 
Women’s editor Dorothy Cox of 
KxuI Ardmore-Sherman-Denison shows 
her viewers the new Del Monte line of 
canned juices on her show, Woman's 
World, which is partially sponsored 
by Piggly Wiggly Supermarkets. 


tory (7-7:30 p.m., Mon.), on wsoc-tv Char- 
lotte. Management of wholesale grocery 
firm believes that television helps sell brand 
names handled by Merchants Distributing 
and establishes the MDI trademark in the 
200-store area it serves. Annual budget: 
$18,000. 

Merchants Wholesale Grocery Co., 
Louisville. Don Bostic, advertising and 
sales promotion manager. Three major in- 
dependent chains in the Louisville area— 
Gateway Markets, Little Giant Food Stores 
and Key Markets—sponsor the MCA syn- 
dication, Johnny Midnight, on WAVE-TV 
Louisville (9:30-10 p.m.). Each chain has 
the show every third week. Annual tv bud- 
get: $45,000. 

National Food Stores, Minneapolis. 
Lyle Sutton, advertising director. Uses 
three weather shows weekly (10:55-11 
p.m.) on KMspP-tv Minneapolis-St. Paul 
each week. Annual tv budget: $18,200. 

Pak-a-Sak Service Stores, Shreve- 
port. D. E. Noone, superintendent. This 
Shreveport chain has grown to 22 stores 
in a relatively few years, giving much of 
the credit for its success to tv. Uses prime 
time and run-of-schedule spots on KTBS-TV 
Shreveport, plus special programs for spe- 
cial campaigns. Chain uses television in 
other markets as well. Annual tv budget: 
$23,500. 

Piggly Wiggly Shop Rite Foods, 
Albuquerque. Joe Rienhart, principal 
executive. Buys spot announcements on 
Kos-tv Albuquerque on regular schedule. 
Annual tv budget: $11,400. 

Piggly Wiggly, Minneapolis. Frank 
Dillon, store manager. Store uses 10-second 
spot announcements first of the week and 
toward week-end on KMMT Austin. Reports 
good results in sales and traffic. Annual 
tv budget: $7,200. 

Piggly Wiggly Supermarkets, north 





Texas and southern Oklahoma. 
T. Dobson, vice president and manager. 
“Ty is doing a good job for all our 
stores,” says Mr. Dobson. “Demonstration 
with sight and sound and tie-in mer- 
chandising make a strong combination 
for us.” Stores participate on Woman's 
World (11-11:30 am., Mon.-Fri.) Kxu 
Ardmore-Sherman-Denison. Annual tv bud- 
get: $10,500. 

Progressive Wholesale Grocers— 
IGA Stores, Vassar, Mich. Bob Shaw, 
advertising manager. Stores reported good 
response to advertised specials featured 
on six 10-second announcements every 
third Thursday on wJim-tv Lansing. Spots 
were placed in day segments. 

Quaker Markets, Punxsutawney, Pa. 
Joseph Barletta, president. Buys two one- 
minute spots weekly in B time on WFBG-TV 
Altoona. Most commercials are voice-over- 
slide. Annual tv budget: $4,000. 

Red Owl Stores, Austin, Minn. 
Howard Cox, store manager. Sponsors the 
Thursday-night news (10 p.m.) on KMMT 
Austin. Manager attributes increase in 
week-end buying and store traffic to tele- 
vision. Annual tv budget: $4,000. 

Red Owl Stores, Minneapolis. 
M. McMahon, advertising manager. Spon- 
sors 9 O'clock Movie (9-10:40 p.m.) 
weekly on KMsP-Tv Minneapolis. Commer- 
cials introduced viewers to the Red Owl 
Stores, pointing up services and prices. 
Two specials are offered each week. An- 
nual tv budget: $83,000. 

Safeway Stores, Albuquerque. 
Elsie Brown, principal executive. Buys 
regular campaign of spot announcements 
on Kos-Ttvy Albuquerque. Annual tv bud- 
get: $5,580. 

Safeway Stores, Goodland, Kan. 
Rippey, Henderson, Bucknum & Co., Den- 
ver, agency. Buys 10 20-second announce- 
ments weekly on KBLR-TV Goodland. Some 
commercials are filmed, others sound-over- 
slide. Annual tv budget: $4,100. 

Safeway Stores, Portland, Ore. 
Just completing a four-week campaign of 
96 weekly one-minute, 20- and 10-second 
spots on KPTV Portland. 

Safeway Stores, Richmond, Va. 
Sponsors five-minute weather programs 
Monday through Friday on wrva-tv Rich- 
mond. Stores are now entering their third 
year with this schedule. Annual tv budget: 
$36,000. 

Safeway Stores, Seattle-Tacoma. 
J. L. Heathcote, general manager. Stores 
have sponsored one-third of the local base- 
ball games on KTNT-TV Seattle-Tacoma, 
and also sponsor the NTA syndication, As- 
signment: Underwater!, on a major-minor 
12-month contact with Komo-rv Seattle. 
“Safeway is very pleased with results,” 
reports Romig Fuller, of Romig C. Fuller 
& Assoc., agency for the stores in the 
area. 

Shopworth Food Stores, Shreveport. 
Edward Chance, president of cooperative. 


November 28, 1960, Television Age 7] 











Sunnie Jennings, hostess of Home 
Fare (9-9:30 a.m., 
WRGB-TV 


Von.-Fri.) on 
Schenectady, watches a 


monitor located in a _ Save-Way 
supermarket as weather expert Ern- 
est Johnson answers a question posed 
him by a passing shopper during 
and after a recent tornado in the 
area. The supermarket chain is a 
regular sponsor of the program as 
well as a regular spot advertiser on 
the station. Bernard Gordon, presi- 
dent of the chain, says he is “de- 
lighted with results’ from the tv 


campaign. 


independent stores are alternate sponsors 
of syndicated program on KTBS-TV Shreve- 
port. Annual tv budget: $9,000. 

Super Food 
James Cotton, president of association. 


Stores, Shreveport. 
Nine independent stores united for adver- 
tising purposes are alternate sponsors of 
a syndicated program on KTBS-TV Shreve- 
port. Annual tv budget: $10,000. 

Super Value Markets, 16 Main St., 
DuBois, Pa. Paul Beitz, president. Store 
buys 20’s weekly on wrsc-tv Altoona 52 
weeks a year. Spots are voice-over-slide. 
Three or four times each year a special 
campaign of minutes is used. Special 
drives use five one-minutes weekly. An- 
nual tv budget: $4,000. 

Teeter’s Food Mart, Inc., chain of 
six markets in Charlotte area. Willis L. 
Teeter, owner; Cox & Jackson, agency. 
Sponsors State Trooper on wsoc-tv Char- 
lotte, although all of the stores are outside 
of Charlotte. Mr. Teeter explains: “We 
chose the station because we believed that 
wsoc-tv did the best job of covering our 
area . . . the food manufacturers advertis- 
ing in our show are happy, so we know tv 
can sell groceries for the Teeter Stores.” 
Annual tv budget: $35,000. 

Thorofare Markets, Murraysville, Pa. 
L. B. Smith, Jr., president. For the past 
six years the markets have sponsored a 
feature film Fridays from 11:15 p.m. to 
conclusion on KDKA-TV Pittsburgh. Annual 
tv budget: approximately $150,000. 


72 November 28, 1960, Television Age 


Dixie Stores, Jacksonville. 
Fred Hogue, advertising and merchandis- 


Winn 


ing manager. Sponsors 12 spots weekly 
scheduled daytimes and divided between 
minutes, 20’s and ID’s on wyxt Jackson- 
ville. 


Winn Dixie Stores, Louisville. 
L. H. Stephens, advertising manager. 
Trooper, weekly on wWAVE-TV Louisville 


Sponsors the MCA 
(9:30-10 p.m.). Commercials are live. An- 
nual tv budget: $45,000. 


syndication, State 





Girls 


rep girls to tour WSYR-TV Syracuse. 


(Continued from page 27) 


There they saw how the information 
which they transmit to the station is 
handled, and then were shown one of 
their own spot commercials on the 
screen. Dolores, who has been with 
HR&P for three years, found that no 
matter how familiar she might be with 
the medium, it is a tremendous help 
to be able to see firsthand the receiv- 
ing end of her day-to-day work. 

One of the main attractions for the 
rep girls in this kind of work is the 
responsibility of it. Muriel Schlanger, 
a veteran of eight years at Peters, 
Griffin, Woodward, admits that the 
challenge and the responsibility of her 
position as sales secretary are a great 
satisfaction. She and her boss, Otis 
Williams, work smoothly as a team. 
They make it a point to have daily 
conferences—in the morning to see 
where they’re going, and in the after- 
noon to see where they’ve been. 
Muriel’s gift of a retentive memory is 
invaluable in a day involving every- 
thing from figuring ratings to hostess- 
ing at a party for the agencies. Her 
ability and interest in her job earned 
her an award from PGW at the end 
of 1957. 

Anne Stellwagen of Blair TV con- 
siders her job one of public relations. 
Before joining Blair five years ago 
Anne had a varied background in re- 
lated fields, which was excellent prep- 
aration for her position as sales 
assistant and supervisor of traffic. At 
Pembroke College Anne majored in 
English Expression, a course in writ- 
ing and speaking. While at college she 
was an announcer for the college 
radio station and had her own disk- 
jockey show. For two years she work- 
ed as a production assistant for an 
independent 


producer of various 


shows over CBS, and at one time she 
did some timebuying at a_ small 
agency. 

Polly Shaw of the Katz Agency, on 
the other hand, has been in the repre- 
sentative business for seven years 
almost as long as she has been work- 
ing. At Katz for six years, Polly is 
Ollie Blackwell. 


assistant sales manager. As to why she 


sales secretary to 


was attracted to the business, Polly 
says she enjoys keeping busy and the 
feeling that she is helping to make 
decisions. She believes strongly that 
her main duty is to free her boss for 
selling, and she “leaves the subtleties 
of local programming up to him.” 
Polly has found that personal contact 
with the buyers and station managers 
helps in her job. At one time she had 
a chance to visit a Baltimore station. 
and very often the station managers 
will come to the rep, which gives her 
a chance to discuss problems, im- 
provements or questions. 
Meeting People Helps 

Karen Dreesen, sales assistant at 
H-R Television, Inc., is also convinced 
of the benefit of meeting the people 
she deals with personally. “It is im- 
portant,” she declares, “for the agen- 
cies and stations to understand each 
other’s point of view.” This past sum- 
mer Karen was invited with other rep 
girls to visit WDAU-TV Scranton. Al- 
though Karen has been at H-R only a 
little over two years, her background 
gave her good experience and made it 
easy for her to handle the responsi- 
bility of her job. Besides doing some 
work on her college radio station at 
the University of Minnesota, she did 
some selling on a local level for wrcn- 
TV Minneapolis after college. The 
busy-ness of the industry appeals to 
Karen, and she thinks that because of 
this it is of prime importance to be a 
good team with the salesman. 

This team of the salesman and the 
sales assistant is obviously an impor- 
tant one not only to the representa- 
tives but to the stations and the buyers 
as well. The rep girl who makes up an 
essential part of this team may have 
been a secretary, a switchboard girl 
or may have been in a field related to 
tv, but when she joins the station rep- 
resentative, she is recognized as a 
valuable asset in a selling industry. 
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marked, “We'll recommend that a 


(Continued from page 23) 


client put up option money on a series 
in order to get a first look at the pilot. 
This, plus the fact that we have a tele- 
vision department respected by the 
packagers for its advice and the abil- 
ity of its people, usually guarantees 
us a first showing of anything new. 
Of course, the strength of clients such 
as Procter & Gamble and General 
Foods is even more important.” 

At Ted Bates, John Calley feels 
the chief need for an agency operat- 
ing in today’s tv picture is the ability 
to move fast. “Certainly,” he said, 
“investing in your own program gives 
you time to worry over it and nurse 
But, out of the 200-or-so 
new pilots that are released each sea- 


it along. 


son, the only ones you don’t have 
time on are the good ones. Our pol- 
icy is to set up an organization where 
we can move quickly and sew up 
those good shows for our clients, 
rather than pay a premium to develop 
our own properties.” 

Mr. Calley also stressed the “ob- 
jectivity” factor. “The tendency is to 
recommend the finished production 
even if it isn’t good. The client has 
spent his money. You can’t tell him 
a total mistake has been made, so you 
start pointing out how this can be 
fixed—and that—and that. Pretty 
soon you're talking about an entirely 
different property than what he’s 
paid for.” 


“Greatest Thing” 

The problem, he added, is often 
that anyone who manages to turn out 
a finished 30 minutes of film “thinks 
it’s the greatest thing ever done. The 
technical problems are so numerous 
that just to surmount them involves a 
major undertaking. You're so glad 
when it’s over and done with that you 
don’t really care if it has faults.” 

The “faults” in Father of the Bride 
as a tv series were already made evi- 
dent to BBDO, thanks to a pilot film 
prepared last year by General Foods 
when it considered the show as a 
series possibility. “The conception 
then was low comedy,” said George 
Polk. 
morous show and have the production 


(The 


“We see it as a warm and hu- 


team to get the right values.” 


show is to be filmed by MGM-TV, 
with Robert Maxwell as executive 
producer, and Katherine and Dale 
Eunson as key writers.) 

In Mr. Polk’s mind, the agency 
would not recommend that a client 


invest money to 


western, mystery or adventure series, 


produce another 
“because there’s enough of those 
around to choose from.” On the other 
hand, an advertiser’s investment does 
not have to be confined to “estab- 
lished properties with recognized val- 
ues” such as the MGM film. “We’re 
currently developing a property no 
one has heard of,” admits Mr. Polk, 
“but neither can you begin shooting 
on a whim. You need proven values 
—writer, producer, director—in or- 
der to have the most elements for a 
successful show.” 

When he aims for a_ successful 
“warm and human” situation com- 
edy, an advertiser may automatically 
put a stumbling block before himself 
when it comes to getting the show on 
the air. Mike Dann of CBS-TV notes 
that it is just the kind of show being 
BBDO — and 


searched for by other agencies 


developed at being 
that 


is intended for a “family” viewing 





audience. To reach the parents, chil- 
dren and grandparents, he said, the 
early-evening hours must be utilized. 

“BBDO has always been an aggres- 
sive agency and good for television, 
both in its efforts for regular series 
and specials,” said Mr. Dann, “but 
it won’t be able to buck the growing 
swing to hour-long shows and par- 
ticipations. Look at your leaders in 
the 7:30-8:30 period every night of 
the week—Wagon Train, Cheyenne, 
Perry Mason and the rest. They’re 
all hour-long programs, and they’re 
closing out just the kind of time pe- 
riods needed by those ‘warm and 
human’ comedies. There’s a goal of 
As the tide 


moves to buying participations, to 


circulation in tv now. 


purchasing tv time the same way 
magazine space is bought, there’s 
hound to be less need of a sponsor 
paying for a full program.” 

Another in the genre of warm and 
human comedies for the coming sea- 
son is Mama’s a Freshman, a Four 
Star Films, Inc., series to be spon- 
sored on an as yet “unselected” net- 


work by General Foods. Illustrating 
the client-agency role in developing 
the property, Lee Rich of Benton & 
Bowles stressed the fact that no 
money was involved in the produc- 
tion. “A network can afford to buy 
programs sight unseen,” he said. 
“That’s their business, and they have 
the large budgets with which to gam- 
ble. If we’re approached by a pack- 
ager with an interesting idea, we'll 
cooperate fully by suggesting char- 
acters, by making changes, by elim- 
inating items our clients might object 
to, even by putting one of our people 
on the set during shooting. When the 
pilot is ready, if it’s good, we'll rec- 
ommend that the client buy it. On 
Mama’s a Freshman, with Gertrude 
Berg, the show was in planning and 
we worked with Four Star on it for 
the past six months.” 


Client Comes First 


The goal at Benton & Bowles, noted 
Mr. Rich, “is to get the best program 
for the client’s marketing needs—and 
not to worry about the show’s source.” 

One advantage mentioned by NBC’s 
Ross Donaldson of a network or ad- 
vertiser bankrolling its own pilot is 
that much less money is usually in- 
volved than if a deal is entered into 
with an outside packager to purchase 
a series of 13 or 26 shows. Pointing 
out a reason why networks are ven- 
turing more heavily each season into 
production, he noted that the network 
usually has readily on hand informa- 
tion on program trends, audience re- 
actions, available talent and the like. 
“Packagers sometimes work in a vac- 
uum,” said Mr. Donaldson, “and pro- 
duce a completely unsalable show.” 

The NBC executive feels that there 
is undoubtedly room in any program 
schedule for an attractive show. “The 
networks are all getting over their 
heads in production details. If an 
advertiser comes in with a suitable 
show, it can be economical for the 
network to put one of its own produc- 
tions on the shelf.” 

Illustrating the abilities of a net- 
work to add creativity to a program, 
Tom Moore recalled how ABC worked 
with Desilu to make a success out of 
Guestward Ho! The production firm 
completed a pilot in conjunction with 
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SRDS NOV. ISSUES REFLECT 
ESTIMATES OF JULY 1, 1960 
MARKET CONDITIONS 


November issues of SRDS will have the only pub- 
lished data which projects complete estimates from 
the new 1960 census releases 





Every 6 months STanparp Rate & Data SERVICE 


NEW 


publishes new and complete national market data— 
covering all counties in the United States. The data 
is kept current in interim months as significant 
changes occur. 


This is the only service in the country that provides 
such frequent re-evaluation of the statistics upon 
which media and marketing decisions must be based. 


SRDS Spot Radio, Spot TV and Newspaper books 
contain latest figures on population, households, 
consumer spendable income and retail sales by 
states, counties, cities and metropolitan areas. The 
Farm Section of the Consumer Magazine book also 
contains up-dated market information. 


PANEL OF MEDIA BUYERS INDICATES RELIANCE 
ON SRDS MEDIA MAPS AND MARKET DATA 


In 1959 a national panel of media buyers was formed 
to provide reliable information on the uses to which 
the SRDS books are put and to guide us in the 
development and improvement of SRDS services, 


In the spring of 1960, two panel studies revealed the 
following pattern of use and indication of adequacy 
of SRDS maps and market data: 


























% whe 
SRDS Editions pe = at % whe taveranly 
ADEQUACY 
" Maps 90.4 86.2 
ewspaper 
Rates & Data Consumer Market Data 83.0 84.1 
Ranking Tables 80.9 85.1 
5 Maps 97.7 89.5 
pot Radio 
Rates & Data Consumer Market Data 94.2 94.2 
Ranking Tables 90.7 93.1 
Soot TY Maps 97.8 87.7 
pot 
Rates & Data Consumer Market Data 95.5 93.3 
Ranking Tables 92.1 92.1 
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From this panel response, it seems reasonable to con- 
clude that, in the normal process of market selection 
and media evaluation, market information and 
media information go hand-in-hand. Having them 
together in SRDS is a great convenience to both 


CIs 








buyer and seller of space or time. So it makes sense | 


for a medium to register its whole sales story by 
advertising its market and market coverage in the 
market data sections of SRDS and its special values 
as an advertising medium on the listing pages. 
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another network, but couldn't land a 
sponsor. ABC financed a second pilot 
into which it incorporated ideas such 
as adding a young boy to the series 
in order to provide humor and ap- 
peal to a wider audience. “Desilu 
owns the program,” said Mr. Moore, 
“and we ‘licensed’ it to two of the 
first three advertisers who saw it.” 

Guestward Ho!, incidentally, was 
noted by George Polk as one of the 
reasons behind the agency’s clients 
embarking on production of their 
own shows. “We were interested in 
one of our clients sponsoring the pro- 
gram,” he stated, “but ABC had it 
locked to a 7:30 Thursday time pe- 
riod. We needed a better position, 
and when we couldn’t get it, we de- 
cided to look elsewhere for a pro- 
gram.” 

In Agreement 

Officials of the networks and agen- 
cies queried continued to agree, how- 
ever, that making your own show 
does not guarantee that an advertiser 
can get a better time period for it 
than if he chooses an existing pro- 
gram. “Look what happened to Na- 
tional Velvet,” said one. (Rexall Drug 
Co. financed the pilot film on the se- 
ries through BBDO, and co-sponsors 
the show with General Mills on Sun- 
day evenings, NBC-TV). “That show 
was offered to all three networks and 
finally wound up on NBC opposite 
Ed Sullivan, a period that’s seen a 
hundred shows come and go. Here’s 
a case of a well-produced program 
complete with advertisers, but it still 
had trouble finding an opening.” 

National Velvet’s co-sponsorship 
arrangement sparked a comment from 
Mike Dann. “An advertiser who puts 
up money for a pilot is taking more 
of a gamble, in my opinion, if he 
doesn’t intend to underwrite the en- 
tire show on the air. In addition to 
finding a network that likes it, he 
also has the problem of finding a co- 
sponsor who likes it. If he purchases 
a program from a network or pro- 
ducer, their sales departments take 
the responsibility of lining up some- 
one to share the costs.” 

Virtually everyone was in agree- 
ment that advertiser control of a 
property would give him a “veto” 
power against undesirable co-spon- 
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sors, if he wished to exercise it. Mike 
Dann spoke for the majority, how- 
ever, when he noted that in reality 
there are very few conflicts between 
advertisers. “Certainly,” he said, 
“vou do not want a direct competitor 
sharing your program on alternate 
weeks, but there are ordinarily enough 
compatible advertisers so that the co- 
sponsor problem is minor.” 

Going one step further into adver- 
tiser “control” of a possible series, 
companies such as Lever Bros. and 
Bristol-Myers reportedly have ap- 
proached the networks with little 
more than a series of scripts and en- 
deavored to firm up time periods for 
next season. Obviously, obtaining a 
commitment for time without invest- 
ing thousands of dollars in a pilot is 
a worthwhile achievement. 

The program executives of each of 
the networks agreed that a pilot film 
is not necessary in the video scheme 
today. On the other hand, all re- 
marked that far more than a script 
is needed. (See Tele-Scope, pg. 13.) 

Amplifying the network attitude. 
Ted Bates’ John Calley noted that 
“it’s not always possible to get a 
time period with a great pilot, much 
less a great script. The networks 
must have confidence in the people 
behind the script—in the writers and 
producers—and in their track record. 
The best script in the world can turn 
out to be a poor tv show if it’s not 
handled properly.” 

Returning to his theme that the in- 
flux of hour-long shows helps close 
out time periods for the half-hour 
advertiser, Mike Dann noted that the 
tendency is to schedule many of these 
without seeing a pilot. “CBS did it 
with Checkmate and others, and much 
of ABC’s schedule is set without pi- 
lots. What is needed is faith in the 
production team, the stars, the show 
concept and the script.” 

Again, John Calley disregarded the 
necessity of seeing a pilot film before 
recommending that a Ted Bates client 
buy a program. “We bought three 
shows, including Surfside Six and 
The Roaring 20s, over the phone. 
We heard who would produce, who 
would write, etc., and decided they 
would be right for us. It’s a matter 
of being able to make decisions in a 


hurry, and the large number of our 
clients’ programs that are in the top 
Nielsens testifies to the fact that the 
decisions are right. And we got the 
programs without investing a cent 
of the clients’ money.” 

What of the agency-advertiser role 
in program creativity ? 

“There is no doubt that agency 
creativity is valuable,” added Mike 
Dann at CBS. “We've certainly asked 
and received it in numerous instances, 
and the list of top agency tv people 
with brilliant programming credits is 


a long one.” 


Does He Belong? 

The problem, as John Calley views 
it, is whether or not the role of the 
agency-advertiser in production is a 
necessary one. “We feel the client's 
business is to make products, not tv 
shows,” he said, “just as we believe 
the agency's job is to select the best 
show it can find for him. Producing 
a tv show is a risk. When a packager 
asks us if we'll put up the money to 
finance his pilot, we ask him if he’ll 
put up money to back research into 
a new product a client is developing. 
Of course he won’t. Our clients take 
risks in producing new merchandise; 
the producer should take his own.” 

“We're willing to accept the risks in- 
volved in production,” stated George 
Polk, “because we feel we'll end up 
with a program tailored more speci- 
fically to our client’s needs than any 
we might find in the open market.” 

Does the move of several BBDO 
clients into production, and the re- 
ported entrance of Lever and others 
into script purchases, herald a return 
to the era of advertiser-agency “‘crea- 
tion and ownership” of broadcast 
properties? The feeling at the net- 
works and most of the agencies ques- 
tioned was that it does not, that “there 
are enough good properties out of the 
200 new ones seen each season for 
most advertisers to have a choice of 
the best.” 

NBC’s Ross Donaldson, however. 
was not so sure. “As with most other 
things,” he said, “broadcasting has its 
cycles. At one time, agencies may 
control programs. At another time. 
the packagers or networks are in the 
driver’s seat. The time might be ripe 
now for a return to an earlier cycle.” 
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In the picture 


Norton B. Leo has been named vice president and account supervisor .6f the adver- 
tising firm of Fletcher Richards, Calkins & Holden, Inc., it has been announced by Bryan 
Houston, president and chief executive officer. Mr. Leo is a veteran of 14 years in the 
advertising business. Following his graduation from Princeton University he began his 
advertising career in 1946 with Foote, Cone & Belding. After associations with several 
other and now defunct agencies he joined Bryan Houston, Inc., and was with that or- 
ganization for a number of years, remaining with it through the merger that eventuated 
last year in the formation of Fletcher Richards, Calkins & Holden. For nearly three years 
now he has been assigned to the Remington Rand Electric Shaver (International) ac- 
count. Mr. Leo was an infantry officer in World War II and saw action in the Pacific. 





E. Dean Landis (1.), general manager of the Chicago office 
of Compton Advertising, Inc., has been elected a senior vice 
president and a member of the agency’s board of directors. At 
the same time, Andrew F. H. Armstrong (r.), who directed all 
creative departments at Leo Burnett for many years, joined 
Compton as a vice president, a creative director and a membet 
of the plans board. Mr. Landis came to Compton in 1958 after 
an association with the Maytag Co. as advertising director. Mr. 
Armstrong has been in the creative end of advertising sinc 


1931, beginning his career as an art director. 





William H. Trevarthen has been named vice president, television network opera- 
tions, NBC, according to an announcement by NBC board chairman Robert W. Sarnoff. 
Mr. Trevarthen has been with NBC since April 1959, when he was appointed director of 
television network operations; he is in charge of NBC studio and theatre operations, 
maintenance and plant facilities and administration and scheduling of all engineering 
personnel. Before going with NBC he was vice president, production services, for ABC, 
which he had joined in 1943 as a staff engineer, subsequently becoming operations super- 
visor, national director of technical operations and director of engineering operations. 
A graduate of Bliss Engineering School in Washington, D. C., Mr. Trevarthen was an engi- 
neer for General Electric, Western Electric and Stewart-Warner prior to 1938. 





Martin L. Nierman (|.), executive vice president of Edward 
Petry & Co., has been elected to the board of directors of the 
Television Bureau of Advertising for a two-year term, succeeding 
John P. Blair of Blair-TV on the TvB board. Joining TvB as 
director of member services is William B. Colvin (r.). for- 
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merly advertising and sales promotion manager for wBz-TVv Bos- 
ton. Prior to his going to that station in 1958 Mr. Colvin was 
director of station relations for TvB in 1956-7. He has also 


served with the Crosley-Bendix division of Aveo Manufacturing, 








The appointment of Hunt Stromberg Jr. as CBS-TV network vice president, pro- 
gram development, Hollywood, has been announced by James T. Aubrey Jr., president, 
CBS-TV network. Mr. Stromberg has been director of program development, Hollywood, 
since October 1959. He joined CBS-TV in June of 1956 and has served as a program ex- 
ecutive on the west coast since that time. Formerly he was program director of KABC-T\ 
Los Angeles and also general manager of the American Broadcasting Co.’s western re- 
gional network. Oscar Katz, vice president in charge of programs for CBS-TV, recently 
in Hollywood for meetings with the west-coast program staff, pointed out that Mr. Strom- 
berg’s promotion reflects the growing importance of program development to the network. 
Mr. Stromberg will report to Guy della Cioppa, vice president, programs, Hollywood. 
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ARE YOU HEP? 





Do you belong to the fast-growing 
group of timebuyers who know that 
the fastest growing metropolitan area 
in Minnesota is Rochester? 


Do you know that this rich, expanding 
market has a annual spendable in- 
come of $886 million? 


You are not hep if you don't know 
that this rich market can be yours 
through KROC-TV. 


KROC-TV delivers 70% sign-on to 
sign-off share of audience. 


Ask Venard, Rintoul & McConnell for 
all the eye-opening facts. 


KROC-TV 


CHANNEL 10 


Rochester, Minnesota 


National Representative: 
Venard, Rintoul & McConnell, Inc. 


Minneapolis: Harry S. Hyett Co. 


Network Representative Eljisabeth Beckjorden 
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Life in this credit line age: Our 
seven-year-old came to his mother 
with a book in his hand and asked, 
“Mommy, who writed this?” 

“Who did what?” Mommy ex- 
claimed. 

“Who writed this?” he repeated. 

“Who did what?” Mommy asked 
in the pained tone used by all parents 
when a child errs grammatically. 

“Okay, then,” the boy said, “who 
produced this?” 


* te + 


Tv works in mysterious ways its 
wonders to perform is one of our 
favorite quotations. We don’t know 
where first we heard it, but we don’t 
think we ever read it in the Chicago 
Tribune, for one. 

Howsoever, it was with pride that 
we read a dispatch from Reuters in 
which the London Daily Sketch came 
out and suggested that television be 
utilized at top levels to ease East- 
West relations. 

To dramatize its point, the Sketch 
published an imaginary conversation 
carried by closed-circuit television 
between Soviet Premier Khrushchev 
in Moscow and Prime Minister Mac- 
millan in London: 

“Good morning, Mac, what’s trou- 
bling you this morning?” 

“Good morning, Nikita, there’s 
flap on about a purge in the Krem- 
lin.” 

“Nothing to it, Mac. Do I look 
worried?” 

There you are, rumor quashed “at 
source,” said the Sketch, and it all 
could be done over television. 

We agree wholeheartedly with the 
Sketch. But somehow we’re a little 
nervous about it all, especially about 
the imaginary scene above. We have 
a feeling that as soon as Nikita sees 
Mac on the other end of the closed- 
circuit, Nikita will start banging his 
shoe on the nearest table. 
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Another imaginary conversation 
that could haye taken place via 
closed-circuit tv was imagined by 
Reader’s Digest editor Joe Hotchkiss 


the sleepy morning after the night 
the election returns began sifting in. 

Joe called Hyannisport, and Bobby 
Kennedy answered. “Can I talk to 
Senator Kennedy?” Joe asked. 

“Sorry, but President Kennedy is 
asleep,” Bobby stated. 

“When he wakes up,” Joe imagined 
he retorted, “tell Senator Kennedy 
that Charles Evans Hughes has just 
been elected President of the United 
States.” 
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In a Fieldale, Va., firehouse poll- 
ing place, a woman voter dropped 
her ballot in the mahogany-finished 
television set which had been turned 
to the wall some 30 feet from the 
regular ballot boxes. This eager citi- 
zen had confused the vent in the tv 
set with the slot on the ballot box. 

The election judge immediately 
removed the misplaced ballot from 
the tv set and put it in the proper 
box, and then he plugged up the vent 
of the tv set. 

Let others think what they will, 
we take this as a symbol of the sig- 
nificant role tv played in this 1960 
election. 


* tt * 


And talking of symbols connected 
with the election, would you find any 
significance in the story of the 13- 
year-old California girl who spent 
$100 of her money for a five-minute 
television speech on behalf of the 
winning Mr. Kennedy? 

The campaigner, an eighth-grade 
student, went on the air despite the 
protests of her parents. “My parents 
tried to talk me out of it,” she said, 
“but I think it’s my duty.” 

The girl, it turned out, earned the 
money to pay for the Kennedy tele- 
cast by raising and selling a small 
flock of sheep. 

When we asked a Nixon backer if 
he saw any significance in this event, 
he wouldn’t concede anything for a 
long time. Finally, he did manage 
to come up with a pronouncement 
from Isaiah: “All we, like sheep, 
have gone astray.” 
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